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Abstract 
This thesis develops, applies and analyses a collaborative design methodology for branding a 
tourism destination. The area between the Northern Tablelands and the Mid-North Coast of New 
South Wales, Australia, was used as a case study for this research. The study applies theoretical 
concepts of systems thinking and complexity to the real world, and tests the use of design as a 
social tool to engage multiple stakeholders in planning. In this research I acknowledge that places 
(and destinations) are socially constructed through people's interactions with their physical and 
social environments. This study explores a methodology that is explicit about the uncertainties of 
the destination’s system, and that helps to elicit knowledge and system trends. 
The collective design process used the creation of brand concepts, elements and strategies as 
instruments to directly engage stakeholders in the process of reflecting about their places and the 
issues related to tourism activity in the region. The methods applied included individual 
conversations and collaborative design sessions to elicit knowledge from local stakeholders. 
Concept maps were used to register and interpret information released throughout the process. An 
important aspect of the methodology was to bring together different stakeholder groups and 
translate the information into a common language that was understandable by all participants. 
This work helped release significant information as to what kind of tourism activity local 
stakeholders are prepared to receive and support. It also helped the emergence of a more unified 
regional identity. The outcomes delivered by the project (brand, communication material and 
strategies) were of high quality and in line with the desires and expectation of the local hosts. The 
process also reinforced local sense of pride, belonging and conservation. Furthermore, interaction 
between participants from different parts of the region triggered some self-organising activity 
around the brand they created together. 
A major contribution of the present work is the articulation of an inclusive methodology to facilitate 
the involvement of locals into the decision-making process related to tourism planning. Of particular 
significance is the focus on the social construction of meaning in and through design, showing that 
design exercises can have significant social impact – not only on the final product, but also on the 
realities of the people involved in the creative process. 
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"Can we cover the earth in leather so it's soft wherever we go?" 
"No" 
"So what can we do?" 
"Wear leather sandals?" 
"Yes, wearing leather sandals is equal to covering the earth with leather" 
Extract from the movie “Phörpa (The Cup)” (Norbu, 1999) 
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Chapter 1     
Introduction 
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Chapter Overview 
Chapter 1 gives an introduction to this study through outlining the context and the theoretical 
background that underpins this research. It also explores the significance of this research and 
depicts its theoretical and applied aims. The contents and organisation of this thesis are presented 
in the last section of this chapter.  
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This thesis is an exploration of methods. It is specifically concerned with methods used to 
collaboratively design a destination brand for the region between the Northern Tablelands and the 
Mid-North Coast of New South Wales, Australia. 
Destination branding has specific demands and challenges that differ from the branding of any 
other kind of product, service or enterprise. It needs to take into consideration the broad network of 
products, facilities and services that any tourism activity involves. More importantly, it deals directly 
with the social, environmental and economic structures of the place being branded.  
The methodological synthesis presented in this thesis is based on the understanding of 
destinations (places) as complex emergent systems; hence a brand design methodology was 
applied that was likely to be most sensitive to the complexity and uncertainties intrinsic to this kind 
of system. Furthermore, some specific issues associated with the Waterfall Way area, such as 
marked differences in environment, climate and culture along the way, favoured the choice of a 
collaborative approach to brand design. 
The methods applied in this study ranged from individual conversations to collaborative design 
sessions. People invited to participate came from all levels of the communities across the region, 
and were encouraged to be involved in all stages of the branding process. Participants were 
responsible for the actual decisions made in relation to the brand concepts, strategies and 
communication tools. The work as a whole thus comprises a testing of the efficacy of the top-
down/bottom up approach.  
The application of the collaborative brand design methodology helped release significant 
information as to what kind of tourism local stakeholders are prepared to receive and support. It 
stimulated reflection upon each of the places, reinforcing local sense of pride, belonging and 
conservation. The process also encouraged further interaction and triggered self-organising activity 
among businesses, operators and community members, by using, with a sense of ownership, the 
brand they designed together. The prospects seem good for a more unified regional identity as a 
result of this collaborative design process.  
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1.1 Context – The Waterfall Way area 
The area between the New England Tablelands and the Mid-North Coast of New South Wales, 
Australia (Figure 1) is known for its spectacular landscapes, ranging west to east over frosty 
farmlands, high altitude starry skies, gorges and waterfalls, world heritage national parks, and rivers 
that run through the hinterland towards the long, bare sub-tropical beaches and protected marine 
parks of the coast.  
 
Figure 1 – From the Northern Tablelands to the Mid-North Coast of NSW, Australia 
 
This extraordinary variety of landscape set in a relatively short distance (approximately 250 km) 
brings with it a significant diversity in climate, wildlife and local people's ways of living. In addition to 
this, the region is privileged with rich stories concerning Aboriginal culture and pioneering history, 
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as well as collections and festivals of art and music reflecting the painters, poets and scientists 
who have frequented the region over almost two centuries (Atkinson, Ryan, & Davidson, 2006; 
Hassall, 2008; Haworth, 2006; Kane, 2007; Menhoffer, 2006; O'Loughlin, van der Lee, & Gill, 
2003a; Pigram & King, 1977). 
The area is called Waterfall Way due to the pre-existing name of the road that links the Bellinger 
Hinterland, up the mountain through to the University town of Armidale, administrative capital of the 
Tablelands. This is a route that rises over 1400m from the coast up the Great Escarpment to reach 
the high plateau of the New England Tablelands. Numerous waterfalls pour over the escarpment 
and run down the deep gorges through which the rivers reach the sea creating the so-called ‘falls 
country’ which has long been a scenic tourist attraction. The land has been traversed over the 
years by local aboriginal people, pioneer settlers, bushrangers, drovers and timber getters, and 
more recently by recreational bushwalkers, cyclists and canoeists from all over the world. While 
tourism activity exists in the area, it has always been scattered and disparate, with the places along 
the corridor usually competing for visitors and business.  
Clearly, an increase in tourism activity could bring new economic possibilities to the communities in 
the area. In order to be sustainable and minimise the negative impacts tourism can bring, however, 
planning initiatives should be inclusive of the local people and in line with their principles and vision. 
In 2002 an initiative emerged for building a long distance walking track along the Waterfall Way. 
This was seen as one way of unleashing the tourism potential of the region. The New England 
Ecotourism Society (NEES) along with the University of New England through the Centre for 
Ecological Economics and Water Policy Research (CEEWPR), developed a Concept Plan and 
Feasibility Study for tourism development in the area. Through this work, the NEES and the 
CEEWPR facilitated a shared vision involving the various local communities in discussions about 
the nature of the tourism activity to be stimulated in the area.  
The Concept Plan and Feasibility Study (2002) recommended that rather than simply building a 
single walking track, a network of eco- and nature-based tourism experiences would be a more 
viable option for the region. This early stage of tourism destination development generated 
significant strategic recommendations, including the need to create a shared regional destination 
brand to represent and promote the area as one. 
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In 2005, the NEES was successful in an application for Australian Tourism Development Program 
(ATDP) funding through AusIndustry. The grant was used to develop marketing and promotional 
strategies for the Waterfall Way, including the creation of a unifying regional brand for the 
destination. It was out of this project that emerged the need to develop the collaborative brand 
design methodology presented in this thesis. 
Chapter 4 further explores the social, geographical and historical aspects of the Waterfall Way 
region, the details of the development of the Concept Plan and Feasibility study, and the 
application and scope of the AusIndustry ATDP project. 
1.2 Significance of the study 
Branding a destination highlights significant differences from branding any other product or 
organisation. It involves multiple products and components, is heavily influenced by the way people 
already see a place, and has a strong impact on the places and hosts by dealing with and 
impacting upon the socio-cultural, economic and environmental structures that constitute the 
reality of a particular place. 
The development of a brand for a destination can be initiated by government action and created by 
a group of marketing and design experts. However, a destination brand is essentially grounded in 
the place’s physical attributes and social structures, and is ultimately used and delivered by the 
local operators and communities. Local hosts are also the ones who bear the consequences of 
the positive and negative impacts that tourism activity may bring to their area. Branding processes 
can have a deep reflective impact on destinations, as they involve the creation of meaning that can 
change the way local people see themselves and their places.  
Therefore, destination branding requires knowledge of the external (niche markets, visitor 
expectation, how the destination area is currently seen, etc.), and of the internal aspects of the 
place (including social structures, attractions, sensibilities, hosts’ views and expectations of the 
tourism activity). The combination of these two sets of influences will determine the success of the 
brand. Furthermore, a brand design methodology should acknowledge the place system as a 
whole and work with the interactions between its components – people, environments, socio-
cultural and economic structures. 
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The destination brand is the interface between the destination and tourists. It will attract visitors that 
identify themselves with the brand promise. On the other hand, the hosts are responsible for 
delivering the promise, but at the same time must adapt to the constant change brought about by 
the tourism activity itself. The interaction between visitors and hosts can also affect self-
understanding of place and identity. Figure 2 shows the dynamics between the destination brand, 
hosts and visitors. 
 
Figure 2 – Dynamics of the destination brand as the interface between hosts and visitors 
Diagram designed by the author 
 
Traditional branding processes are focused on expert-based methodologies. Normally a team 
formed by marketing and design experts collects information about the company, place or product 
to be branded, and uses this data to underpin the creation of a concept for the brand and its 
elements. Interaction with clients is essential. In most cases, when branding a destination the client 
is the local government tourism development agency. Decisions are made by the expert group and 
the client. This method of destination branding often works well and produces interesting results. 
However, there are issues associated with the Waterfall Way Region that favoured an approach to 
tourist promotion that co-opted local people into the process. While the Waterfall Way has always 
had many of the scenic and cultural attractions that traditionally draw visitors, it also has locational 
and structural problems. 
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Firstly, it is a long way from the big population centres of Sydney and Brisbane/Gold Coast. 
Secondly, the beach/hinterland/tableland transect has a lot of competition from similar regions. The 
coast/tableland transect is repeated up and down the 3000 km of the east Australian coast, and 
some of the best-developed tourist venues catering for this kind of journey are much closer to the 
big population centres than is the Waterfall Way. These include, for example, the coast to the Blue 
Mountains in Sydney, the Gold Coast to Lamington Plateau route in southeast Queensland, and 
the Cairns/Kuranda/Atherton transect in north Queensland, this last backed up by probably 
Australia’s premier tourist attraction, The Great Barrier Reef. These three locations are all accessible 
by international airports, with Cairns/Atherton and the Blue Mountains having the added advantage 
of heritage train links. 
A final constraint lies in the nature of the name ‘Waterfall Way’, which everyone reluctantly agrees 
cannot be changed. In fact, west of Ebor, as rainfall declines the waterfalls often dry to the merest 
trickle or to nothing, especially in ENSO years. Hence, there must be well-packaged alternatives 
(especially at the ‘dry’ western end of the route), that perhaps take off from the scenic theme of 
‘waterfalls’ to a more sophisticated enjoyment of natural processes – in essence, nature-based 
tourism, as well as associated cultural attractions.  
Given these problems, the promotion of the region as a whole requires the utmost cooperation of 
all tourism industry stakeholders, and if possible the forging of a new spirit of mutual support both 
between and within the local towns. Local people must be engaged sufficiently to see that it is to 
every operator’s advantage to ‘slow’ the visitor down, and encourages them to stay overnight. It 
does not matter where along the route the visitor is enticed to overnight: every extra day 
somewhere in the district is likely to bring custom of some kind to the various service providers at 
random points, and encourage an exploration of still more venues. It was this spirit of mutualism – 
not easily achieved through top-down promotion – that was thought to be a necessity in region-
wide promotion; hence the rationale for this top-down/bottom up project. 
Efforts have been made lately to bring broader involvement of local stakeholders into the branding 
process. An initiative such as the brand New Zealand provides a good example of a successful 
participatory brand design process (Morgan, Pritchard, & Piggott, 2002, 2003). Practitioners and 
researchers have argued that due to its nature, destination branding should be publicly driven and 
based on stakeholder shared visions and values (Marzano, 2006; Morgan et al., 2003; O'Loughlin, 
Taboada, & Gill, 2006; O'Loughlin et al., 2003a; Pigram & Wahab, 1997). 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   9 
This thesis explores the development and application of an alternative brand design methodology 
that is focused on a collaborative conversational process which intends to involve as many local 
people as possible in the brand design process. People invited to participate came from all levels 
of the community, and were encouraged to be involved in all stages of the branding process from 
market research to the actual conceptualisation and design of the brand elements. These 
participants, along with the experts, were responsible for the actual decisions made in relation to 
the brand development and strategies. 
It is believed that a destination brand that is developed together with local hosts is likely to be more 
in line with the local values, environment and ways of living. It may attract visitors that are more 
closely related to these values, and consequently generate a brand that is more easily applied and 
delivered. Additionally, local communities may have stronger ownership of the brand, fostering 
higher levels of motivation towards tourism activities as a whole. Such an inclusive design process 
could generate a more sustainable brand, tourism and place. 
Tourism has an intrinsic transdisciplinary nature. Therefore, it is necessary to look at this industry in 
a systemic way, observing and acknowledging the interactions between hosts, visitors, operators 
and businesses not directly involved in tourism activity, the landscapes and the environment, as 
well as the impacts of tourism and the dynamics of local identities. 
The theories of complex emergence (Holland, 1998; Johnson, 2004) and systems thinking 
(Checkland, 1999a, 1999b; Jackson, 2003; Stacey, 1993) precipitate an alternative perspective 
for understanding places and, therefore, the destination brand design process. In this thesis places 
are seen as self-organising dynamic systems (Johnson, 2004; O'Loughlin et al., 2006). This 
implies that the action of the elements that composes the place (system), when reproduced 
according to some rules can generate an infinite combination of patterns of behaviour (Holland, 
1998). It also means that the behaviour of the group is more important than the isolated action of 
its parts.  
Taking these facts into consideration means that a methodology that acknowledges the 
uncertainties and complexity of the destination’s systems is needed. Collaborative design 
processes that stimulate interactions among people from different backgrounds are likely to 
provide a broader perspective of the social aspects of the destination system, better understand 
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the interrelations between them, and consequently visualise pathways and opportunities that can 
emerge from the mutual learning that comes out of these interactions. 
Collaborative processes for branding destinations acknowledge the fact that a brand does not 
create a symbol and image that will communicate exclusively to outsiders, but that this symbolic 
expression of a place also affects and creates images for its local people. A brand developed 
through engagement can promote further interactions between stakeholders and mutual learning 
through the sharing of information and tacit knowledge. It also acknowledges the complexities and 
uncertainties of the tourism destination systems. These allow for a certain level of self-organisation 
to occur among participants, who are able to visualise potential links and opportunities, bring 
novelty and innovation into the process, and facilitate a more manageable transition towards the 
change tourism may bring to the area. 
1.3 Research aims 
The idea and need for this research unfolded from a practical problem: to design a brand for the 
Waterfall Way as a tourism destination, honouring the previous collaborative envisioning process 
that originated this idea. Therefore, the main aim of this research is to develop, apply and analyse a 
collaborative design methodology for branding a tourism destination. 
In order to achieve this aim, this thesis investigates issues related to place and collective identities, 
how these identities are socially constructed, how they influence each other, and how they can 
impact and be impacted on by a new brand and the intensification of tourism activity in a region. It 
also relates these concepts to the theory of systems, with special focus on the theory of complex 
emergence. These theories offer an alternative perspective for understanding places and their 
interrelations with people, economy, environment and socio-cultural systems. 
Issues of sustainability of tourism activity and its impacts on the place’s systems are also 
discussed in this thesis. These theoretical aims provide the necessary framework to develop the 
collaborative approach applied to the brand design methodology presented here. 
One aim of this research is to collect information on people’s perceptions of their places and to 
combine these with geographic and historic data, thus producing an account of the identity of the 
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place both in relation to the residents’ perceptions and values, and to the historical, economic and 
geographic aspects.  
Therefore, it is a significant goal of this study to engage as many people as possible, from various 
levels of the communities across the region, in a conversational process that leads towards the 
conceptualisation and design of the regional brand. This could help foster further interactions 
among participants, which can fulfil two other important aims of this work. One is to initiate the 
process of revealing a new regional identity in relation to tourism (as opposed to the scattered 
identities and promotional efforts currently existing in the area), through stimulating self-reflection 
upon individual, collective and place identities. The other is to help initiate self-organisation among 
stakeholders in order to create a tourism activity that is managed through collaboration rather than 
solely through a centralised body. The development of tools to support the initiation and 
maintenance of these collective actions is also part of this project. 
Another intention of this work is to trial the use of design as a social tool to engage communities in 
a common goal. The design of the brand elements by the participants will be used here as the 
common point to initiate conversations and reflections upon the identity of the region and the 
nature of the tourism activity to be promoted. In so doing, the branding process may provide a 
social perspective added to its standard commercial and aesthetic perspectives.  
In summary, the objectives of this research are twofold. The theoretical objectives (i) to review the 
theories of place, identity, tourism and complexity, (ii) to articulate a perspective for understanding 
tourism destinations as complex systems, and (iii) to articulate a alternative methodology for 
branding destinations, based on collaboration of the local stakeholders. The applied objectives are 
(i) to collaboratively design a brand for the Waterfall Way as a tourism destination that is in line with 
its existent local identity, (ii) to trial the use of design as a social tool to engage communities in a 
collaborative planning activity, and (iii) to help initiate self-organisation among stakeholders in order 
to create a tourism activity that is managed through collaboration rather than solely through a 
centralised body. 
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1.4 Limitations of the study 
The results presented and discussed in this thesis correspond to desktop and field research, 
applied work and observations that occurred in the Waterfall Way region between July 2005 and 
March 2008. 
The information analysed and explored through the application of the methodology reflects the 
views and opinions of those who participated in the process. This work sought to involve as many 
people as possible from the different places across the studied region. Initial invitations to 
participate in the process were open to the general public, who naturally self-selected and 
attended meetings and interviews according to their interests and convenience. 
The invitation and selection process of participants is described in detail in Chapter 5. The 
implications of the limitations described here are further discussed in Chapter 7. 
1.5 Chapter outline 
This thesis is organised in three parts. The first part deals with the theoretical investigations that 
offer a background to the methodological study (Chapters 2, 3 and 4). The second part relates to 
the applied case study and describes the methods and the results achieved (Chapters 5 and 6). 
The last part (Chapter 7) contains the reflections and conclusions of the work. 
Chapter 2 presents the theoretical background that underpins the methodological approach used 
in this research. It describes the notion of understanding places as self-organising complex 
systems through discussing the concepts of place, identity and image, and through reviewing the 
theories of systems and complex emergence. The last section of Chapter 2 describes the 
collaborative approaches to planning and design, and how these fit within the concept of places 
as self-organising complex-systems. 
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Chapter 3 outlines the issues related to tourism and sustainability. It reviews the definitions of 
tourism and reflects upon the activity in terms of its roles and impacts on places. This chapter also 
explores the concepts of sustainable tourism and links the notions of tourism, sustainability and 
place identity under the systems perspective. Chapter 3 delimits the context in which the 
collaborative brand design methodology is applied. 
Chapter 4 is a portrayal of the studied region. It describes the Waterfall Way area socially, 
geographically and historically. It presents a clear picture of the physical aspects of the place and 
contextualises the qualitative data collected from people’s perceptions of their places (Chapter 6). 
In addition, it explores the development of tourism activity in the area, and presents an account of 
the activities and projects that preceded and gave reason to this research. This is the last chapter 
of Part One and, along with Chapters 2 and 3, offers the necessary background information for an 
understanding of the methodology, results and discussion presented in the following chapters. 
In Part Two, Chapter 5 presents the methods used to design the destination brand for the Waterfall 
Way. It starts by reviewing destination branding processes before describing in detail the concept 
and design process used in this research. Its sections are organised in a way that corresponds to 
the stages of the branding process. The case study described in this chapter facilitates a critical 
review of the potential and practical applicability of the methodological approach presented in this 
research. 
The findings and results achieved from the application of the methodology are presented in 
Chapter 6. It is organised in three parts: the first one presents the results from market research, the 
second depicts the regional brand concept outlined by the stakeholders, and the third describes 
the image they want the region to be portrayed by, including the conceptual design of the brand 
and its communication elements. The information presented in Chapter 6 is related to the 
perceptions and views of the locals about their places. It may, therefore, differ in some aspects 
from the data presented in Chapter 4.  
Part Three of this thesis is dedicated to some reflections on the outcomes of the study. Chapter 7 
presents a discussion of the methods used in this study in relation to the theoretical background 
explored in Chapters 2 and 3. It describes the positive and negative aspects of applying a 
collaborative design methodology to branding a tourism destination through analysing the specific 
issues encountered during the work, and the learning acquired from it. Additionally, it explores the 
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outcomes of the process, how they could impact the region and its denizens, and considers how 
design activity can be used as a social tool to initiate change in a delimited context. The last 
sections of Chapter 7 offer a conclusion to this thesis, reflecting upon the established aims and 
what has been achieved through this research. 
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Chapter 2     
Places as Complex 
Systems 
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“Understanding places begins with feelings” 
(Hough, 1990, p. 5) 
 
Chapter Overview 
This chapter explores the concepts and theoretical framework that underpin the methodology applied 
in this research. 
The first section (2.1) presents the concepts of place, place identity, place image and the construction 
of social realities through shared meaning. Section 2.2 reviews the theories of systems and complex 
emergence and relates these concepts to understandings of place, thus presenting a perspective of 
places as self-organising adaptive systems. Section 2.3 reflects upon aspects of collaborative design 
methodology and how it fits within the concepts of place previously presented. 
This discussion of theory provides background for the collaborative planning/design methodology 
developed for designing the place brand. 
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2.1 The concepts of place 
It is a principle of ecology that animals carve out a place (territory) from undifferentiated space. Early 
human society built on this common animal/mammalian biological heritage with the idea of sacred 
space. Later, the practice of exchanging goods and services generated the market place, once one 
special kind of sacred space among many. In modern society, the ‘market’ took over, commodifying 
products, actions, spaces and places. Tourism represents the ultimate example of the 
commodification of places and cultures.  
The following sections deals with the concepts of spaces and places. Issues regarding 
commodification of places, tourism and its impacts are further discussed in Chapter 3. 
2.1.1 Spaces and places  
This section explores the concepts of place and the processes of place making. It asks the question: 
what makes a space become a place? 
Most authors indicate that the difference between space and place is defined by experience and 
meaning: “Space means room” (Tuan, 1977, p. 51); “the ‘where’ of something” (Relph, 1976a, p. 3); a 
specific geographical area. Space also connotes emptiness. It can be seen as a  ‘where’ that is waiting 
to be occupied.  
Space is an amorphous component of the world we live in. According to Tuan (1977), it is the 
biological, psychological and social pre-requisite for all things. By contrast, Arefi (2004) defines place 
as an “area with distinct physical and visual attributes”. What then makes an ‘empty’ space become a 
distinctive place? 
Filling in a space or a room does not necessarily mean putting something physical into it. The simple 
attribution of meaning to a space or location is enough to fill its emptiness. As soon as a space is given 
a meaning and thus loses its emptiness, it can be called a place.  
A place comes into existence when humans give meaning to a part of the larger, 
undifferentiated geographic space. Anytime we identify or give a name to a location, we 
separate it from the undefined space that surrounds it (Tuan, 1977 p. 136). 
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Relph (1976a, p. 3) describes place as being “the location plus everything that occupies the location 
seen as an integrated and meaningful phenomenon". This author explored the concept of place 
through applying phenomenology to the study of geography. He defines phenomenology as the study 
of the “phenomena of experience”, which “are the substance of our involvements in the world and 
constitute the foundations of the formal body of knowledge we term ‘Geography’” (Relph, 1976b). 
A space, then, can be called a place when meaning is attributed to it. This meaning comes from an 
individual’s sensorial, rational and emotional experiences of a place occurring throughout that person’s 
life (Arefi, 2004; Butina-Watson, 2006; Dixon & Durrheim, 2000; Hough, 1990; Relph, 1976a; Tuan, 
1977; Wikipedia, 2006). 
2.1.2 Place and meaning 
If we accept that places are “organised in a world of meaning” (Tuan, 1977, p. 179), and that this 
meaning only exists through human interaction with each other and with the space they occupy, it is 
important to investigate the process of social construction of meaning. This can help understand place 
making and place identity formation processes.  
Meaning is social. It is constructed and emerges from consciousness as an ongoing accomplishment. 
The phenomena of the world gain meaning when they start to be represented in people’s minds 
(Crotty, 1998). 
Gadamer (2004, p. 386) defines language as “the medium in which substantive understanding and 
agreement take place between two people". Further, language can be understood as a tool that 
enables the representation and communication of meanings amongst the members of a society 
(Searle, 2005, p. 60). Symbolic devices within language “mean or represent or symbolise something 
beyond themselves (…) in a way that is publicly understandable" (Searle, 2005, pp. 60-61).  
Searle (2005) also suggests that using language (composed of conventional symbols) is the only way 
to make some ideas or meanings existent. These ideas/meanings need to be recognised, accepted, 
acknowledge and believed in, in order to become part of a certain social reality.  
Therefore, the public understanding of a space as a place depends on common agreement – through 
language – of some characteristics that make that space a place. These shared ideas can be 
conscious or unconscious within the society involved, and may have various levels of understanding, 
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depending on the kinds of experience each person has had in their lives and in relation to the place 
itself. 
It can be said that places are created through the combination of the specific physical characteristics 
of space with the social meaning attributed to it through language and culture. Thus, a space becomes 
a place when there are personal and/or collective stories attached to it.  
Language becomes the force that binds people to places (cf. Tuan, 1991). It is through 
language that everyday experiences of self-in-place form and mutate; moreover, it is through 
language that places themselves are imaginatively constituted in ways that carry implications 
for `who we are’ (or `who we can claim to be’) (Dixon & Durrheim, 2000). 
Another example of the importance of language in defining places can be seen in the naming of 
places. Naming a place is a way of bringing its social meaning to reality. As Hough describes:  
The names people give to places imbue them with a symbolic significance that unnamed 
places lack. (…) Naming is endemic to the perceptions and shaping of a locality, for names 
alone create a mental image that has special significance for local people – and names can be 
the means by which an outsider begins to perceive a place’s unique qualities (Hough, 1990, 
p. 18).  
Further, “A name is what it is because it is what someone is called and what he (sic) answers to. It 
belongs to its bearer. The rightness of the name is confirmed by the fact that someone answers to it" 
(Gadamer, 2004, p. 406). Therefore, there should be agreement in attributing names to people, 
places, objects or abstract ideas and institutional facts. 
The creation of shared meaning – through language – that transforms an unnamed space into an 
identifiable place varies according to the experiences people have of this space. As Tuan (1977) 
observes, it is not formal knowledge or education that makes a person or a group of people recognise 
a space as a place. Rather, it is the informal, tacit knowledge acquired from experience that adds to 
the social construction of meaning related to a certain place.  
The experience of place can happen in various levels, as well as its perceptions. One influences the 
other, with personal experiences influencing the perception of places and vice versa.  
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The Experience of Place 
Hough (1990, p. 18) states that the notion of place and its identity is “something that is experienced”, 
and that this depends directly on the relation of the person to the place: whether someone is visiting, 
working or living there. For each of these kinds of experiences there is a different notion of the place; 
different things have more or less value and are more or less notable. 
The markers, reference points, boundaries and other symbols of everyday experience may be 
unseen or not understood by outsiders. But for those who live there, these things are what 
give a place its meaning and relevance (Hough, 1990, p. 18) 
These perceptions also vary with time, both in relation to the person and to the location. The place may 
seem completely different to someone as a child from how it will appear to the same person twenty 
years later. The place itself has certainly changed during this period, but so has the person interacting 
with it.  
Tuan defines experience as a: 
[A] cover-all term for the various modes through which a person knows and constructs a 
reality. These modes range from the more direct and passive senses of smell, taste, and 
touch, to active visual perception and the indirect mode of symbolization (Tuan, 1977, p. 8). 
Therefore, using Gadamer’s terms, it can be said that the concept of place is hermeneutically 
dependent. It depends on the circles of experiences a person or group of people have had during their 
lives, as well as the moment in which they are experiencing that certain place. These sets of 
experiences will determine the different and shared perceptions that different people will have about a 
place. As discussed in Chapter 3, this concept underpins the understanding of sustainability as a 
learning concept. 
2.1.3 Place identity, sense of place and belonging 
The understanding of the dynamics of the “interweaving of place identity and human identity” (Butina-
Watson, 2006) is essential, then, to the development of planning/designing methodologies that intend 
to reinforce these identities. 
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Many different terms are used to describe the experience, sense of belonging and attachment to 
place, and place identity. There is some agreement among authors, but there is also much contention. 
While this section does not aim to find one correct answer for the use of these terms, it does aim to 
clarify some of the concepts that will be used throughout this thesis.  
Hough (1990) explores the issues and facts that produce a sense of place. He observes vernacular 
organisations of people in different places through space and time, taking into consideration issues 
such as landscape, climate, availability of materials and technology. As a result, he claims that insights 
derived from local natural and cultural processes are responsible for the establishment of a sense of 
place, which he describes as the distinctiveness and uniqueness that locations have in comparison to 
others. 
If sense of place is understood as the group of characteristics that make a place special or unique, it 
brings back the issues of experience of place as discussed in the previous section. For who is the 
place special and unique?  
Relph (1976a) defines distinctiveness and diversity of places as a manifestation of the involvement of 
the people who live in the place with the place itself. In other words, it is the experience of those who 
live in a certain location and the way they interact with the landscape, climate, available materials and 
technology (as described by Hough [1990]), that defines the identity of the place and that will therefore 
generate a sense of place, a sense of being somewhere special and distinctive, rather than being just 
anywhere. This notion is reinforced by Puddifoot’s comments on sense of belonging: 
Distinctiveness here refers to the measurable extent to which the community is perceived to 
be separate and different from other communities in its territorial and/or social features. 
Identification denotes a perceived sense of affiliation, belongingness, and emotional 
connectedness to a physically delineated area or to characteristic social forms or practices of 
its members (Puddifoot, 1996). 
In this case, it is important to emphasise that the experience of place – the way people behave and 
interact with the physical aspects of the landscape and environment – together with the physical 
environment are the two main factors that in combination construct the complexity of the meaning 
attached to places, and shape their distinctive identities (Figure 3). Thus, places are “dynamic arenas 
that are both socially constituted and constitutive of the social” (Dixon & Durrheim, 2000). 
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These special features of distinctiveness and identity will help create attachment and sense of 
belonging to a certain place. Indeed, Relph (1976a) observes that “attachment to place is as 
necessary and significant as a close relationship with other people". 
 
Figure 3 – Place = people + environment  
Diagram designed by the author 
 
Therefore, sense of place can be understood as the perception one has of the identity of a place. It 
has to do with recognising the “peculiar characteristics of the landscape and its inhabitants” (Hough, 
1990 p. 28). This sense of place fosters attachment and belonging, but it is also a consequence of it.  
Hence, it is important to distinguish the concepts of sense of place and place identity, which can be 
very close and are sometimes used as synonyms. 
Place identity is related to the elements that make a place unique. The combination of landscape, 
culture and the interactions of people with their environment shape the characteristics that make a 
certain space different from others: distinctive, therefore, identifiable. Hough suggests that place 
identity is embedded in the link between cultural and environmental aspects of the place (Hough, 
1990). Place identity, then, is the manifestation of the meaning attached to the place by the people 
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who interact with it. It is the reason why a certain space is given a name. More on the concepts and 
dynamics of identity is presented later in the next subsection. 
Sense of place, on the other hand, is the perception of this identity. The effects of sensing this 
distinctiveness, or being part of creating it, can lead to attachment and a sense of belonging to that 
specific place. This, in turn (as it is also a form of interaction with the place), will again influence its 
identity, creating a circle of interactions between what people feel and how it is manifested through the 
place (Figure 4). As Hough (1990, p. 5) comments, “the sense of identity and place is unique and 
significant in the shaping of the human environment”. 
 
Figure 4 – Distinguishing place identity from sense of place  
Diagram designed by the author 
 
 
“A locality with a strong sense of place not only possesses identifiable geographic boundaries with 
distinct visual qualities, but also invokes a sense of belonging, collective meaning, and authenticity" 
(Arefi, 2004). “Its character can be perceived (differently) by locals and visitors” (Wikipedia, 2006). 
Sense of place is a holistic concept that involves the environmental, socio-cultural and economic 
assets of a specific shared space. To understand the construction of a ‘sense of place’ these aspects 
cannot be seen or studied separately. Rather, landscape and its inhabitants (together with all they 
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produce and generate – climate, economy, culture, materials), should be seen as one dynamic self-
organising entity. 
Place exists at different scales. At one extreme a favourite armchair is a place, at the other 
extreme, the whole earth. Wherever the people believe it to be -- not only their home but also 
the home of their guarding spirits and gods (Tuan, 1977, pp. 149-150). 
In a similar vein, Relph (1976a, p. 6) observes that places are “a fundamental aspect of men’s (sic) 
existence in the world”, and that they are “sources of security and identity for individuals and groups of 
people”. 
Identity 
Identity defines “who or what an individual is” (Twigger-Ross, Bonaiuto, & Breakwell, 2003), it is 
“people's source of meaning and experience” (Castells, 1997, p. 6). Della Porta & Diani (1999, p.91) 
define identity as being a social process that continuously “emerges from the individual's process of 
self-identification and external recognition”. As discussed previously, this definition can be transferred 
to places, meaning that the identity of a place is what defines what that place is, through the meanings 
attributed to it. 
Further, the concept of identity can be explored at different levels: individual identity which relates to the 
identity of a person; group identity that relates to the elements that distinguish certain groups of people 
from others; and place identity, or that which defines the identity of a place. 
It is important to highlight the difference between the concepts of place identity (from environmental 
psychology) and the identity of a place (termed ‘place identity’ throughout this thesis). The term place 
identity is used in environmental psychology to describe one aspect of the individual identity – that part 
of self which is defined by the place where one was born, lives or relates to. Here, we are using the 
term place identity to refer to the attributes that distinguish one place from another – that define what a 
place is.  
Paasi (2003) clearly distinguishes between these two concepts when defining the concepts of regional 
identity and identity of a region: 
[The identity of a region] points to those features of nature, culture and people that are used in 
the discourses and classifications of science, politics, cultural activism, regional marketing, 
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governance and political or religious regionalization to distinguish one region from others. 
These classifications are always acts of power performed in order to delimit, name and 
symbolize space and groups of people. (…) [Regional identity or regional consciousness] 
points to the multiscalar identification of people with those institutional practices, discourses 
and symbolisms that are expressive of the ‘structures of expectations’ that become 
institutionalized as parts of the process that we call a ‘region’ (Paasi, 2003). 
This study further explores issues associated with group and place identity and their relation to 
individual identity. The aspects of individual identity are of relevance in the construction of the two other 
levels of identity and will be mentioned when relevant. However, deeper exploration of this specific 
theme is not the focus of this research. 
Place identity 
As discussed earlier in this chapter, place identity, or the identity of a place, refers to the aspects that 
make an ‘empty space’ be called a ‘place’, have meaning and name attributed to it and be identifiable 
from other places. It was also briefly discussed that these aspects are related to the interaction 
between the local physical environment and the people who live in and/or relate to the locality. 
Hough (1990) and Butina-Watson (2006) observe that the landscape is an expression of the place’s 
regional context. Both natural and urban landscapes are reflections of the action – or non-action – of 
people over that environment. They argue that the unique character of some places comes from the 
combination of materials and technology available locally, with specific needs imposed by the local 
environment (relief, climate, type of soil, availability of water, etc), and local social needs. These 
elements determine the kind of design developed in each place, which will define its landscape, and 
therefore, part of its identity – an identity that would be unique to that specific locality and its people’s 
needs at a certain point in time. 
Hough (1990) also argues that modern design methods and education, as well as worldwide 
availability of material and globalisation of social values, are responsible for designs that are similar to 
each other all over the world, creating places that do not have the “distinctiveness” that they once had. 
He says that places are losing their identities due to a globally informed design that kills the vernacular 
aspects of landscapes. From the way cities have expanded in the last thirty to forty years it is clear that 
“the lack of identity has become a universal phenomenon” (Hough, 1990, p. 19). 
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On the other hand, Butina-Watson (2006) observes that issues of place identity have become critical 
and “now engage mainstream politicians in many parts of the world”, becoming part of some national 
policy agendas and an aim to be achieved by many designers from different areas. She also highlights 
the economic values that place identity has recently acquired as it became “the unique selling 
proposition through which localities are marketed as tourist destinations in what is now the world's 
largest industry” (Butina-Watson, 2006). 
Marketing places as tourism destinations is the core issue of this study; hence the importance given to 
looking at the concepts and dynamics of place identity and the role of communities and designers in 
shaping these identities. Tourism and destination image are discussed further in Chapter 3. 
Both the built and natural landscapes compose important parts of the identity of a place and its 
inhabitants. Hough (1990) observes that buildings can represent power and wealth, and be used to 
distinguish one place from the other. The same author also observes that “natural scenery has a 
powerful influence on our perception of place and we experience it through all the senses (…) Nature 
sets a diverse stage for the aesthetic inherent in every landscape” (Hough, 1990, p. 20). 
When talking about natural or pristine landscapes, however, what defines the uniqueness of the place 
is nature itself, the local biodiversity, the geological features, climate and, of course, the people who 
live at the site. The relationship between humans and nature, which once established the identity of 
places through vernacular design (Butina-Watson, 2006; Hough, 1990), may be the key to re-
awakening the lost singular identity of each place. For this “we must stop thinking of nature as 
something external to ourselves” (Butina-Watson, 2006). 
Collective Identity 
Group identity, or collective identity, refers to the aspects that establish the distinctiveness of a certain 
group of people. It is socially constructed and the meaning associated with it will determine if a person 
does or does not belong to the group. This sense of belonging to a group should benefit and reinforce 
the individual identities of people who take part in it (Castells, 1997; Della Porta & Diani, 1999; Twigger-
Ross et al., 2003; Worchel, 1998). Individual identities of the members will also influence the identity of 
the group itself. 
Worchel (1998) describes the dynamics of groups in four predictable and cyclical stages: identification, 
productivity, individuation and decay. The stage of identification is especially interesting for this 
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research. It is where the group searches for the elements that will distinguish it from other groups and 
identify its members. Collective identities last longer than the personal identities of those participating in 
the group; therefore it ensures the continuity of the group’s actions through the re-invention of its own 
identity over time (Della Porta & Diani, 1999, p. 89; Worchel, 1998).  
During identity formation, the group defines its boundaries in relation to other groups and to its history; 
it searches for legitimacy and for who is a ‘rightful member’ and who is not a member. At this stage the 
group defines its aim and creates a theme to be followed by its members. It also establishes symbols 
that will represent the group and ‘mark its members’. These symbols can be a dress code, colours, 
artefacts, special language, stories, rituals, etc., anything that would instantly identify the members of a 
group to the outside world and reinforce the collective identity to its members (Della Porta & Diani, 
1999; Worchel, 1998). 
The symbols chosen at this stage will compose the image of the group not only for the ‘outside world’, 
but, and especially, for the members themselves. The search for this symbol can represent the search 
for the group’s identity. The case study explored in this thesis investigates a methodology to help a 
group of individuals get together and look for symbols that will represent their region.  In this specific 
case study, the aim of the group was to develop tourism activity in their region and, therefore, the 
symbol – or symbols – chosen for this specific purpose represent the place for the locals, for the group 
involved in the process, and also for potential visitors.  
Della Porta & Diani (1999), however, argue that identity is not a pre-defined condition for collective 
behaviour; it is, rather, a continuous process that is developed through the collective action itself. This 
concept fits well with the concept of complex emergence discussed in section 2.2. 
Castells (1997) describes a few kinds of collective identity that come to formation according to who 
and why certain groups are formed. Each of these types of identity influences the construction of the 
society in a different way. He also observes that no identity should be considered outside its historical 
context.  
From the types of collective identity described by Castells, one is of special relevance to this study, 
that is, “project identity”, which he describes as being the identity that arises “when social actors, on 
the basis of whichever cultural materials are available to them, build a new identity that redefines their 
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position in society and, by so doing, seek the transformation of overall social structure (…) a project for 
a different life (…) expanding toward the transformation of society" (Castells, 1997, p. 10). 
When exploring the theme of collective identity, the idea of community automatically comes to mind. 
Healey (1997, p. 124) observes that one of the meanings of the word community embeds the idea 
that individuals are drawn together “into an aggregate interest”, that can be against more powerful 
external forces. This view coincides with Castells’ definition of collective identity by resistance (Castells, 
1997).  
Puddifoot (1996) defines community identity as part of collective identities – “all of which invoke issues 
of how belongingness, inclusion, and exclusion are determined" which concerns the "perception and 
expression of ideas about a particular community by its residents at a specific time". In other words, 
community identity is a shared concept that in order to be valid should reflect the members’ views 
about what distinguishes their particular communities. Therefore, any planning or design methodology 
that seeks to harness group or community identity should take into consideration the genuine 
involvement of the members of the community in question. 
Deeply-loved places are not necessarily visible, either to ourselves or to others. Places can be 
made visible by a number of means: rivalry or conflict with other places, visual prominence, 
and the evocative power of art, architecture, ceremonials and rites. (…) Identity of place is 
achieved by dramatizing the aspirations, needs and functional rhythms of personal and group 
life (Tuan, 1977, p. 178). 
The dynamics between place identity and collective identity 
The interaction between the collective dynamics of people within a place is the setting on which the 
methodology presented in this thesis was developed and applied; hence the importance of reviewing 
such concepts.  
The link between collective identity and place identity is in the meaning associated with one through the 
other. On the one hand, groups of people that interact (inhabit, work, visit, shop, etc) in a certain place 
are responsible for the shaping of that place. On the other hand, the aspects of a locality (physical, 
historical, cultural, etc.) also shape the individual identities and behaviour of the people who ‘use’ that 
place and, therefore, the groups/communities that they belong to. 
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Place was defined earlier in this chapter as the combination of physical environment and the people 
who interact with and within it. These groups of people are part of a bigger group which binds all of 
them: their locality. Although it is not restrictive, issues of locality do have strong impacts on the 
behaviour of each of the groups/communities that interact with them (Figure 5). 
 
Figure 5 – Interaction between group identities and place. Locality influences the collective identities of groups that 
are bound together by their places. Diagram designed by the author 
 
 
Paasi (2002) comments that regional identity "joins people and regions together", providing for shared 
values and "self-confidence", while Butina-Watson (2006) observes that places offer a source of 
permanence and continuity to balance the dynamics of identity formation, and that place and group 
identity offer the chance for someone to be part of something and "validate one's own choice". 
Puddifoot (1996) also points out that the concept of collective identity is blended in the concept of 
place through language, once authors accept that words such as ‘locale’, ‘locality’ and 
‘neighbourhood’ are synonymous with the word ‘community’.  
Wall’s definition of community (2000a) also reinforces the close relationship between collective identity 
and place: 
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Communities are usually defined on the bases of three major attributes: a geographical area or 
territory, social interaction reflecting interdependencies amongst social units, and common 
norms that are a set of shared behavioural expectations that community members help to 
define and in turn, are expected to follow (Wall, 2000a, p. 93). 
Regional identity has been recognized as a key element in the making of regions as social/political 
spaces" (Paasi, 2003). Puddifoot (1996) suggests that even communities that are not bounded to a 
specific physical place do have places where they meet – even if it is a ‘virtual’ place; a website, for 
instance. This once again locks the concept of community with that of a ‘place’. He uses the term 
‘locus’ to express this “sense of an identified arena for community activity".  
However, Paasi (2002) reminds us that some meanings attributed to regional/place identity are 
sometimes over-idealised (a process of reification). She argues that regions are not “capable of making 
decisions and achieve societal goals (...) regions do not operate, but social actors do” Paasi (2002). In 
other words, the communities and collective identities within a certain place are the ones responsible 
for the dynamics and change that happen in this place. 
Section 2.2 reflects upon how groups of people behave in organising – consciously or unconsciously – 
their actions within a place. The theories of systems and complex emergence are then used as the 
theoretical framework for this discussion. 
 
2.1.4 Place image 
The concepts of identity and image are very close, and, by definition, related to each other. They do, 
however, vary slightly in meaning. The understanding of the differences between these concepts is 
crucial when dealing with the design and planning of communication strategies. 
Issues of image and place image open another dimension for discussion. At this moment, for the 
objectives of this research it is enough to say that here, ‘place image’ is understood as the perceived 
identity of a place (Hough, 1990).  
In other words, it is how people, from inside and outside the social groups that compose that place, 
see and perceive the elements of the place’s identity that express their shared social meaning 
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attributed to it. The language and set of symbols used to represent both the place and its social 
groups are responsible for building part of this perceived image.  
Image is constructed by the viewer according to his/her experiences and sense of aesthetics. As Tuan 
(1977, p. 161) reflects: “as we look at a panoramic scene our eyes pause at points of interest. Each 
pause is time enough to create an image of place that looms large momentarily in our view.” Thus, 
image is an element of perception, the result of a personal filtering of a certain experience. 
Image is what emanates from identity and can be defined as that which is seen from the outside. It 
determines what a place/person looks like, but not necessarily what it truly is (Figure 6). Images have a 
more ‘external’, superficial and subjective sense. They vary according to who is interpreting them and, 
therefore, can sometimes be contradictory. However, even though images may be untrustworthy and 
transient, they can have a strong impact on the continuous construction of one’s identity.  
 
Figure 6 – Image and identity. Image is what radiates from the core elements of identity, and can vary according to 
the viewer. Different attractors generate different images from the same identity element.  
Diagram designed by the author 
 
Representations of place identity may also be used as symbolic material/commodities for the purposes 
of regional marketing (Butina-Watson, 2006; Paasi, 2002, 2003). This is an important point in terms of 
this research, as this thesis deals with the eliciting of identity for a place as a tourism destination, and 
with the creation of the communication material that will help build the region’s image. Further aspects 
of destinations and the construction of place image in relation to tourism are explored in Chapter 3. 
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2.2 Complex emergent systems  
Social actors do not follow specific rules; therefore the behaviour of groups can be unpredictable. 
Social systems are shaped by human actions and interactions within the one or many groups and/or 
spaces they belong to. The very definition of place comes from the meaning attached to it through 
these interactions. In order to understand the dynamics of social systems it is necessary to investigate 
the complex network of interactions that comprise the social tapestry. 
Systems theory (Checkland, 1999a, 1999b; Jackson, 2003; Stacey, 1993) and the theory of complex 
emergence (Holland, 1998; Johnson, 2004) provide alternative perspectives for understanding the 
dynamics of places and the social behaviour of the groups within them.  
The following subsections present some concepts related to these theories that informed the 
construction of the methodology presented in this study. There is no intention of being comprehensive 
in the description of these concepts; rather the aim is to provide enough information about the specific 
aspects of the reviewed theories which are relevant to this research. 
2.2.1 Systems theory 
Systems thinking emerged as a transdiscipline, in the 1940s and 1950s, in large part as a 
reaction to the reductionism of the traditional scientific method and the failure of reductionism 
to cope with the complexity inherent in the biological and social domains (Jackson, 2003, p. 
11). 
Reductionism based its scientific method on analysing the parts of a whole. Through collating the 
information collected or discovered about each part, researchers could preview the behaviour of the 
whole (Angyal, 1941; Capra, 1982; Crotty, 1998; Jackson, 2003).  
As a reaction to this kind of research method, systems theory focuses on understanding the whole as 
an “independent framework in which parts are placed” (Angyal, 1941, p. 27), without breaking it into 
parts. The system is seen as an entity in itself; it has its own behaviour and cannot be deduced solely 
by an understanding of its parts. According to the early works of Angyal (1941), the nature of the parts 
is important, but it is their arrangement (placement) within the system that will determine its 
characteristics. 
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Later, Ackoff (1960, p. 332) defined system as “any entity, conceptual or physical, which consists of 
interdependent parts (…) the outcome of the system is the result of the interactive behaviour between 
its parts”.  
Simply defined, a system is a complex whole the functioning of which depends on its parts 
and the interactions between those parts. (…) The whole emerges from interactions between 
the parts, which affect each other through complex networks of relationships. Once it has 
emerged, it is the whole that seems to give meaning to the parts and their interactions 
(Jackson, 2003, pp. 3-4). 
In other words, a system is composed of parts that interact with each other to form a whole. A system 
is, however, independent from the individual characteristics of its parts, presenting behaviour of its 
own. This behaviour is a consequence of the interactive behaviour of its parts, but is not necessarily 
the behaviour of the parts in isolation. 
An analogy with the concepts of collective identity can be traced here: the identity of a group (the 
whole) is relatively independent of the individual identity of its members (parts of the system). It is, 
however, the arrangement of the individual identities within the group that will define the group itself, 
that is, the system. 
Social systems are the main focus of this study. “The parts of social systems – human beings – can 
generate their own purposes from inside the system, and these might not correspond at all to any 
purposes prescribed by managers or outsiders” (Jackson, 2003, pp. 9-10). Due to their 
unpredictability and some other specific characteristics, social systems are classified as complex 
systems. Both social and complex systems are discussed further in the next subsection. 
The main point of analysing systems as a whole rather than through the behaviour of each of its parts is 
that through having a general bird’s eye view of the whole, it is possible to identify some patterns of 
action that are general to the system. The identification of these parts can show how the system 
evolves and adapts over time. 
By defining place as a kind of system, the study of the general aspects of behaviour of a place can 
also show the patterns of organisation that characterise that place (social, cultural, environmental, 
behavioural), its evolutionary pathway and, therefore, its identity – the meaning attributed to it by the 
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social organisations that interact within a certain space. Thus, systems thinking can be a tool to help 
engage the communities in revealing their identity as a place. 
Several tools have been developed in order to allow researchers to investigate and represent systems, 
and for managers to use the theory of systems to better conduct their organisations. One of these 
methodologies is of interest for this research: system dynamics. 
System dynamics is a tool used to represent complex systems in terms of structure (feedback loops). 
It does not necessarily represent every aspect of the interactions of the system, especially when the 
theory of systems is confronted with the postmodernist paradigms for explaining social behaviour 
(Jackson, 2003). However, system dynamics can be a powerful learning tool as it is able to unearth 
and describe some important relationships and interactions within social system. Without this 
representation technique such interactions and patterns of behaviour would probably not be identified. 
System dynamics becomes a unifying interdisciplinary framework, capable of seeing beyond 
the surface detail presented by individual disciplines to the deeper patterns that are really 
responsible for generating behaviour. (…) An understanding of feedback systems, and the 
common dysfunctional system archetypes to which they give rise, enable managers to cope 
with complexity and take more efficient and efficacious decisions in pursuit of their goals. 
(Jackson, 2003, pp. 78-79) 
Although it was not part of this study to develop a system dynamics model of the process of branding 
a tourism destination, the system dynamics concept strongly underpinned the developed methodology 
and its representation techniques, as presented in Chapter 5. 
Systems have been categorised in many different types according to their nature and behaviour. This 
research is specifically concerned with the study of complex emergent systems. The next sections 
further explore the concepts related to complex systems and their application to the understanding of 
places.  
2.2.2 The theory of complex emergence 
Complex emergent systems are concerned with uncertainties rather than certainties. The theory of 
complex emergence engages with some postmodernist views that there are multiple interpretations of 
the world and that not much can be predictable long term.  
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Some specific characteristics are intrinsic to complex systems. First, it is distinguished by an “elaborate 
network of interrelated feedback structures” (Dutra, 2007; Gill, 1993). Secondly, due to  
its intricate structure, complex systems are concerned with the small actions and changes that take 
place within the system which can lead to “large-scale consequences later on” (Jackson, 2003, 
p. 11). 
The theory of complex systems have been used to study the behaviour of living things such as the life 
of ants, movements of flocks of birds and the behaviour of crowds of people crossing the street, just to 
mention some examples. These kinds of complex living systems, however, demonstrate another kind 
of behaviour not always present in all complex systems. They display “emergence”. 
Emergence is a regular phenomenon in complex adaptive systems (CAS). A CAS consists of a 
large number of interacting individuals, called agents, that adapt or learn as they interact. 
Examples, with the corresponding agents in parentheses, are: markets (traders), ecosystems 
(organisms), the immune system (antibodies), biological cells (proteins), and so on (Holland, 
2007). 
Holland (1998) describes the emergent behaviour of complex systems as recognisable and recurrent 
patterns that come out of certain combinations of actions of the agents within the system. These 
patterns are not only random, but some of them can also generate substantial change in the system’s 
behaviour. 
Complex emergent systems are conducted by a small number of simple rules that are responsible for 
generating the highly complex behaviour of the system as a whole. However, there is no leader 
imposing such rules or making sure that they are followed by the members of the system. Rather, 
these rules seem to be embedded in the actions and reactions of individuals themselves. In these 
kinds of systems, the collective effort exceeds the capacity of each individual (Holland, 1998; Johnson, 
2004; Nova Science Now, 2007). 
Through following simple rules, the elements of a social system are also able to organise themselves 
into patterns, similarly to that which happens in natural complex emergent systems. These patterns are 
the reflection of small actions creating large effects through collective movements that are more 
significant than each of the actions alone.  
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Emergent systems are dynamic and able to adapt to different situations or changes in the environment. 
This characteristic is what Holland calls ‘learning’ (Holland, 1998, 2007). Holland suggests that 
complex emergent systems are able to learn with their own patterns of behaviour and adapt to internal 
or external changes. In other words, the individuals that compose the system (agents) are able to 
change their own rules in order to adapt and evolve. Once again, there is no leader imposing this 
change or setting up new rules. The rules come from the necessity for change in behaviour, 
sometimes in order to survive. There is a catalysing agent for the change, but not a guide or a leader to 
make it happen. 
Systems theorists call this state of change the ‘edge of chaos’: “a narrow transition zone between 
order and chaos where systems become capable of taking on new forms of behaviour” (Jackson, 
2003, p. 12). That is the moment when self-organisation is most critical in changing the conduct of the 
system as a whole. It is also the moment of higher creative and innovative action amongst the agents 
within the system, and where novel solutions may come to surface (Holland, 1998; Jackson, 2000, 
2003; Meppem & Gill, 1998; O'Loughlin et al., 2006; Senge, 1990). 
It is interesting to note that the concept of vernacular design explored by Hough (1990) fits with the 
idea of seeing places as complex emergent systems. The patterns of design emerge from the local 
necessities, culture and available materials. They are self-organising, in the sense that there is not one 
planner or ‘designer’ conducting a specific trend. These patterns evolve and change according to the 
changes in culture, environment and local necessities. At the same time, they influence local social 
culture through creating new meaning and identity, offering the tools for the constant learning and 
evolution of the system. As Hough (1990) observes: “The complexity of life comes from the interaction 
of countless individual human purposes which shape and transcend the relative monotony of the 
surrounding built environment” (Hough, 1990, p. 18). 
2.2.3 Complexity and places 
According to Johnson (2004), a place system is complex not only because it overwhelms, but also 
because "it has a coherent personality, one that self-organizes out of millions of individual decisions, a 
global order built out of local interactions" (Johnson, 2004, p. 39).  
The theory of complex emergent systems can be used to explore the dynamics of place and to 
describe the growth, development and change cycles of towns, cities, or regions. Systems tools can 
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be applied to develop planning/designing methodologies that consider the local identity systems as a 
whole, reflect this identity, and draw upon the self-organising characteristics of the place to implement 
small changes that can have broad, long-term positive impacts. 
When places are seen as complex emergent systems that are able to dynamically self-organise (Innes 
& Booher, 1999; Johnson, 2004; O'Loughlin et al., 2006), patterns of behaviour that emerge from 
action within the system can be identified. These patterns are responsible for the evolution of the 
system. Furthermore, actions within the system are not necessarily coordinated by any leader or 
leadership group; rather, they emerge from the individual action of the system agents who are following 
their own ‘systemic rules’. “Individuals and like communities observe, inform each other and develop 
adaptive responses; they swarm, re-think and cluster” (O'Loughlin et al., 2006), to form their own 
individual identities. 
The action of the elements when reproduced according to a certain given system’s rules can generate 
an infinite combination of novel patterns of behaviour and learning (Holland, 1998, 2007). It also means 
that what happens in a place goes beyond the isolated action of the groups within it. Following the 
same thought, what happens in a group goes beyond what happens with each isolated individual, in 
both directions. This kind of inherited, nested behaviour is another characteristic of complex systems. 
[The patterns in urban landscapes] are patterns of human movement and decision-making that 
have been etched into textures of city blocks, patterns that are then fed-back to the residents 
themselves, altering their subsequent decisions (Johnson, 2004, p. 40). 
These patterns shape and re-shape the place's identity – an identity that is dynamic and changes with 
the feedback relationships. The dynamics they bring into the place’s system also allows for open-
ended learning that will determine its adaptation and evolution. The work of Allen (2004) reinforces the 
notion of places as self-organising systems as it reproduced some urban clustering patterns through 
non-linear modelling. Mechanisms that recognise these patterns of identity and behaviour could be 
used as tools to initiate and catalyse self-organising activity towards change within the system. 
Designing a brand/image for a place can be one of these mechanisms. Branding, if made as a 
collective process, could initiate the work towards purposefully activating the local patterns of identity in 
order to make the place system become “smart” enough (Johnson, 2004, p. 20) to be able to attract 
new ‘players’ to the place – industry, tourists, consumers, inhabitants, etc.  
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In order to achieve this, the brand design process should not be imposed. Rather, it should be used 
as a facilitating tool to initiate the self-organising behaviour within the local system agents towards 
change. Thus, the design process should be dynamic, allow for bottom-up action to take place and 
have top-down support from the more powerful agents in the system. 
The theory of complex emergent systems offers the theoretical basis to identify and initiate these 
patterns of self-organising behaviour. It makes clear that there is no need for “regulations and city 
planners deliberately creating these [emergent pattern] structures" (Johnson, 2004, p. 41). Rather, 
these regulations should support the bottom-up initiatives towards change. 
Most planning and design methodologies count on strong leadership and control methods to 
guarantee the development and application of the designed policies and regulations. When 
understanding places as complex emergent systems, there is a need to develop methodologies that 
consider and inherit the characteristics embedded in these kinds of systems. The next section 
presents a collaborative planning approach which can be a useful alternative when designing for 
places as complex emergent systems. 
2.3 Designing for places as complex emergent 
systems 
Regarding places as complex emergent systems means considering that they have a tendency to self-
organise in order to adapt and evolve. Therefore, the use of a planning approach that enhances 
interaction among system agents and consequent self-organisation would seem to be a logical option. 
High levels of public involvement tend to activate the system’s elements so that they define their own 
rules of behaviour according to the local culture and environment.  
Due to the significance of place in defining individual and group identities, it is important that planning 
processes take into consideration the complexity of the place’s “integrations of nature and culture”, and 
that, through planning, the local “means of experiencing, creating and maintaining significant places” 
are preserved (Relph, 1976a).  
Fabbro (2001) reflects on regional planning in terms of the necessary co-ordination and “strategic 
networking” among the various individuals, groups and communities existent in the region. He argues 
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that the network of agents within the region’s system is capable of building its own identity, and 
therefore planners should “transfer the decisions concerning the future of local and regional 
communities, as much as possible inside the communities themselves” (Fabbro, 2001). 
This thesis is concerned with developing and applying a methodology for building a new, shared place 
identity in relation to the increase of sustainable tourism activity in a certain region. Castells (1997) 
argues that in contemporary societies which are essentially based on communication and networks of 
people, transport and information, there is no place for any type of identity construction unless it grows 
from the community. 
Therefore, there are two main points that need to be addressed by the chosen methodology. The first 
one is related to involving the local community in the planning process, giving space to the differences 
that will arise from them and equal opportunity for people to be heard. The second one concerns 
triggering self-organising activity towards an imminent change in the place system and its identity that 
will inevitably come with an increase in tourism activity. 
Jaime Lerner, three times mayor of the city of Curitiba, Brazil (1971–75, 1979–84 and 1989–92), 
implemented significant social, ecological and infrastructural changes in the city through applying 
participative approaches in order to achieve innovative solutions to common, complex urban problems. 
He declares:  
If you’re always working with just the daily needs, you won’t make any significant changes 
because daily needs are always increasing. But if you’re working on the potential for change, 
you’ll inspire some people. So you have to work in a place between needs and potential 
(Lerner, quoted in Herbert, 2005).  
Through his research on the vernacular aspects of place-making, Hough (1990, pp. 154, 164) 
believes that change occurs when “opportunity presents itself for doing things more easily and with 
less effort”. In this case, change is not only necessary but also practical enough to be implemented.  
Another aspect to be addressed by the proposed methodology is the issue of change. A methodology 
that stimulates people to recognise the need for change may generate evolutive self-organising 
movements within the place system. As a consequence, its agents can change their behavioural rules 
towards an evolutionary path for the system as a whole. 
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Cities grow or decline and evolve in response to both external forces and their own internal, 
bottom up self-organising processes. Cities resemble living systems; they adapt to change 
and like other complex adaptive systems, such as ecosystems and economies, at a certain 
scale, are difficult to manage by conventional top-down planning approaches (O'Loughlin et 
al., 2006). 
Participatory planning approaches seem to be the most convenient to apply in such situations (Batty, 
1995; Batty & Longley, 1996; Jackson, 2003; Makse, Halvin, & Stanley, 1995; O'Loughlin et al., 
2006). They tend to involve a large number of people and, if underlined with some systems concepts, 
they may initiate the desired self-organising activity towards change.  
The main focus of such approaches is the triggering of the activity within the system. The outcome of 
the activity is not known and should not be imposed by external agents. Rather, the definition of the 
outcomes should come from within the system and its members, and this definition is not always 
expected and not always positive. 
Another important issue to be considered is the fact that, when dealing with complex dynamic systems 
that tend to generate emergent patterns, any “improvement can only be defined according to the local 
context” (Jackson, 2003, p. 264). This notion is also in line with the concept of places as being 
constructed by the association of meaning to them. 
The following sub-section explores a specific type of participatory design methodology – collaborative 
design – which was used in the applied part of this research. 
2.3.1 Collaborative Design Methodologies 
Involving community or stakeholders in the decision-making process is considered important in many 
areas of work and research (Bencala et al., 2006 Dray, 2006 #290; Black et al., 2002; Cole-Edelstein, 
2004; Healey, 1997; Herbert, 2005; Hough, 1990; Marzano, 2006; Morgan et al., 2003; O'Loughlin et 
al., 2006; Rust, 2004a; Taboada, 2007; Van der Lee, 2000). The level of involvement, however, can 
vary according to the nature of the project, the actual need for people’s involvement (sometimes legally 
mandatory), and the resources available. 
Collaborative approaches have the aim of engaging the public in the decision-making process as 
deeply as possible. The main difference between this kind of approach and the consultative or 
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participative approaches is that in collaborative processes the decision is made by the public rather 
than by the leader or leading group. The term ‘public’ refers to the people who will be affected by the 
consequences of the decisions that are being made. It can refer to a working group or a stakeholder 
group in a project, or to whole communities in certain places. 
The International Association for Public Participation (IAP2) has generated tools for assisting leaders in 
developing their public engagement methodologies, and has also published a spectrum of public 
participation in projects that shows various levels of involvement (International Association for Public 
Participation, 2007). Figure 7 displays a spectrum adapted from the IAP2 which shows three basic 
stages of public engagement: consultation, participation and collaboration. 
 
Figure 7 – Spectrum of stakeholder involvement in decision-making processes. 
Adapted from O'Loughlin et al.(2006) 
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This spectrum starts with no public engagement and refers to standard top-down, expert-based 
methods where the decision is made by the leaders and communicated to the group if the leaders 
think it is necessary. These methods work very well in most situations where no public ownership or 
legitimacy is needed. 
Going further to the right, the spectrum reaches the participative approach, which involves different 
levels of engagement. It is still based on centralised decision-making. The community is consulted, 
feedback is given to the leaders of the project who listen and acknowledge the information provided.  
The public is then informed on how their opinion influenced the decision. The leaders have full control 
over the decision although they listen to and may incorporate people’s opinion on the issues. 
The spectrum ends in deeply collaborative approaches which mimic organic, vernacular process and 
tend to produce full enlistment and ownership through conversational methods based on partnerships, 
respect for differences and by trust building. 
Full bottom-up processes do exist as processes that happen naturally in the communities. Vernacular 
design can be a good example of a genuine bottom-up, self-organising activity. However, any process 
that is purposefully facilitated or catalysed, even by someone from inside the system itself, should not 
be considered a pure bottom-up process. Additionally, Dray, Perez, LePage, d'Aquino and White 
(2006) observe that true engagement happens when participants are involved in the creation of 
knowledge, not only in the review of the outcomes or by choosing from amongst a few proposals. 
According to the systemic definition of self-organisation and emergence, described in the previous 
sections of this chapter, a fully bottom-up, self-organising process would happen within the agents of 
the system, triggered by a change in the internal or external environments but without any specific 
leadership or facilitation. Once leadership arises from the system itself, it will most probably take the 
guidance and directions of that specific collective action, which is positive and should happen, but it 
initiates relationships of power and hierarchy that undermine the potential for the process to be 
considered a pure bottom-up one. 
Considering that leadership is an intrinsic human characteristic – through being or following leaders – 
and that in most collective action leadership of some kind will arise, it can be said that in social 
systems a fully, genuinely bottom-up planning process is no more than a theoretical construct. 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
  43 
On the other hand, there can be planning approaches that stimulate the vernacular and other kinds of 
self-organising activity to happen in the social/place arenas. These approaches should look at the full 
bottom-up, self-organising processes and try to embed actions that will trigger and facilitate networking 
amongst system agents in the planning process in order to make self-organisation happen. 
This study proposes a collaborative methodology that combines some aspect of the bottom-up 
processes with some top-down facilitation and support. As Paasi (2003) describes, this kind of 
methodology would combine “action that stems from two intertwined contexts: ‘from above’ in the form 
of territorial control/governance and ‘from below’ in the form of territorial identification and resistance". 
O’Loughlin, Taboada and Gill (2006) call this kind of process a “bottom-up top-down planning 
approach”, which they describe as follows: 
A bottom-up top down planning approach is where communities, stakeholders, councils and 
other agencies discuss and advance specific place and context dependent advice and where 
design principles are then conflated into an overarching concept plan and strategy. Councils 
and agencies can then incorporate this advice and design principles into their own strategic 
development plans (O'Loughlin et al., 2006). 
Most authors agree on the advantages of undertaking a collaborative methodology in certain situations. 
Collaborative processes foster ownership of the procedure and its outcomes, empowerment of the 
group, and legitimate the process itself (Bencala et al., 2006; Black et al., 2002; Cole-Edelstein, 2004; 
Gill, 2005; Healey, 1997; Herbert, 2005; Hough, 1990; Marzano, 2006; Morgan et al., 2003; 
O'Loughlin et al., 2006; Rust, 2004a; Taboada, 2007; Van der Lee, 2000).  Another advantage of 
collaborative decision-making processes is that they can give people the chance to be heard equally. 
These processes can also reveal both explicit and tacit forms of knowledge (Black et al., 2002; 
Nonaka & Toyama, 2007; Polanyi, 1967; Rust, 2004a; Senker, 1995). Therefore, collaborative 
processes may, consequently, bring innovation and creative solutions into the project that would 
probably not be achieved if approaches other than an open one were to be used. 
Some aspects related to this kind of methodology may be brought to attention. First, a clear 
understanding of the term ‘stakeholder’ is needed. Jackson (2003, p. 10) defines stakeholder as 
referring to “any group with interest in what the system is doing”. Although it looks broad, this definition 
is in line with the systems perspective adopted in this research and the bottom-up top-down 
approach. Therefore, this is the definition of stakeholder that is used throughout this study. 
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Secondly, according to postmodernist views of social systems, pluralism is intrinsic to human groups. 
There will always be multiple mental models working within a group of people. “These mental models 
are made up, in each case, of a mix of the understanding and values that individuals have gathered 
through their experiences and education" (Jackson, 2003, p. 10). With this variety of values and 
understandings come multiple relations of power and domination of certain groups over others.  
Planning methodologies, especially the ones that claim to be collaborative and aim to elicit public 
knowledge, should be open to the diversity of opinions and backgrounds, as well as sensitive to the 
intrinsic power relations existent within the system. Additionally, as Healey (1997) reflects, "building 
political community requires awareness of diversity and difference while building up trust and 
understanding" (Healey, 1997, p. 124). Black et al. (2002), observes that through developing a system 
dynamics model of a collaborative process, this kind of approach is centred on reinforcing its own 
movements, “working together builds knowledge of one’s own work as well as knowledge of the 
other’s work; as one knows the other better, it is possible to trust the other more; and as trust builds, 
parties share more information, making their collaborative work more effective” (Black et al., 2002). 
If group members trust their leader and the other participants, they feel comfortable to take their own 
actions, share knowledge and collaborate effectively towards the determined goals. On the other hand, 
the leader, leadership group, or facilitator also needs to trust the collaborative process and the 
decision-making of the group. Thus, the outcomes that self-organising activities bring may reflect the 
stakeholders’ needs towards the targeted aims.  
Therefore, collaborative bottom-up methodologies should guarantee that people are equally heard, and 
that every point of view is genuinely considered. Furthermore they should help build trust and shared 
understanding amongst the involved stakeholders. Manipulation of the outcomes towards a specific 
agenda pre-determined or preferred by the leadership group, team or facilitator is easily noticed by the 
group, and is very likely to undermine the process as a whole, as it destroys trust, creates a 
competitive environment and erodes the foundations of community empowerment and ownership. 
The third consideration that needs to be made is in relation to ‘agreement’ and ‘consensus-building’. 
The aim of the collaborative methodologies should not be to produce automatic consensus among the 
stakeholders in relation to the decisions being made. Rather, these methodologies should aim to 
initiate informed discussions, harness tacit knowledge from the participants at all levels, and 
consequently catalyse shared understanding and learning in relation to the changes occurring or about 
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to occur in the system (Gill, 2005; Jackson, 2000, 2003; Meppem & Gill, 1998; O'Loughlin et al., 
2006; Senge, 1990). 
Jaime Lerner’s statement about how to deal with the decision-making process in a democratic and 
collaborative environment expresses well the issues concerning consensus, conflict and democracy: 
You have to be a good communicator. You have to welcome serious discussion, expect 
confrontation and be open to change. Different people will come up with different proposals. 
You have to understand that a democracy is a process of conflict, not a predetermined 
conclusion.  
At the same time, you can’t be concerned with every complaint. Sometimes it’s as if you’re 
playing piano in an auditorium. You’re watching the audience, and some don’t like your music. 
You’re not going to stop the concert and ask, ‘Why don’t you like the music? What kind of 
music would you like?’ You don’t wait for everyone’s permission to give a concert. The 
important thing is to be open to change. You will never have complete consensus. But the 
more you create a clear vision, implement new projects, make things happen, and provide 
more solutions to problems, the more comprehension and cooperation you’re going to have 
from the whole city (Jaime Lerner quoted in Herbert, 2005). 
Finally it is important to reflect on the change of roles of the planners, designers, leaders and/or 
leadership group in a collaborative process. Their roles shift from managers and controllers to 
catalysers, facilitators of the dialogues and networking that will trigger self-organising activity within the 
system. According to O’Loughlin, Taboada and Gill (2006), this is an “opportunity for agencies and 
councils to collectively trigger, align and harness the creative self-organising power of communities” to 
drive planning and design strategies and build shared place identity. Perez (2006, p. 50) explains that 
the outcomes of social constructions “emerge from conflicts, alliances and negotiations” among 
informed stakeholders and experts taking part in the process. 
Collaborative approaches which are focused on emergent processes (Holland, 1998; Jackson, 2003; 
Johnson, 2004), often allow multiple leaders to arise within the system. The leader/facilitator of the 
process should be ready to allow this to happen and to stimulate the emergent self-organising activities 
that will further the common goal of the group (Allen, 2004; Arthur, 1990; Holland, 1998; Jackson, 
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2000; Johnson, 2004; Meppem & Gill, 1998; Nova Science Now, 2007; O'Loughlin et al., 2006; 
Senge, 1990; Taboada, 2007). 
Processes that have high community interaction are time and resource consuming. The higher the level 
of involvement intended for the project (going right on the spectrum shown in Figure 7), the sharper 
these issues become. Therefore, it is important to be clear about the resources available to respond to 
this kind of approach, to understand the level of engagement that the project actually demands, to 
make clear for the stakeholders what this level of engagement will be (Cole-Edelstein, 2004), and to 
make sure that the leadership/specialist group is ready to undertake the upcoming challenges of this 
kind of process. 
Although collaborative approaches should have clear aims, there should not be pre-defined outcomes. 
The outcomes should come from the shared understanding of the stakeholder group and emerge from 
the self-organised activity that may happen within the system. Collaborative design should be regarded 
as an open-ended process, whose main objective is to catalyse change in the system. The result of 
this facilitation, the solution found to the ‘triggering’, is up to the system agents. 
As a conclusion and adopting Healey’s words, collaborative practices offer “a way of mobilising for 
change through collective efforts in transforming ways of thinking. It thus presents a way forward in 
realising the practical meaning of participatory democracy in pluralist societies” (Healey, 1997, p. 5). 
 
 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
  47 
Summary 
 
This chapter presented a review of the theories of place, identity and complex systems. Places are 
described as complex systems composed of the interaction between numerous elements that include 
local people, environment, economic relationships, and social and cultural aspects.  
The author reflects on the issues of planning taking into consideration these interactions and the 
importance of local people’s ownership in relation to the decisions made. As a conclusion it is noted 
that collaborative methodologies can be a good alternative to help understand and better plan for 
places as complex systems. Methodologies that involve locals and search to elicit local knowledge that 
will genuinely influence the planning process have a higher chance of increasing the level of ownership.
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Chapter 3   
Tourism and Places 
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“Nature knows nothing of what we call landscape” 
William Marshal, (cited in (Hough, 1990, p. 32) 
 
 
Overview 
The previous chapter outlined the theoretical background for a collaborative design methodology by 
reviewing theories of place, place identity, image, and a discussion of issues related to social 
construction of place identity. 
The main aim of this chapter is to review the tourism industry, its impacts on destinations and the 
issues of sustainable tourism development.  
The first section examines tourism definitions, types of tourism and what motivates visitors and hosts. 
The following section discusses how tourism might impact places, and introduces the subject of the 
third section: sustainable tourism development.  
Finally, a link is made between the concepts of tourism, sustainability, place identity and complex 
systems. This justifies the use of a collaborative methodology to plan for, manage and promote tourism 
initiatives. 
This chapter delimits the context of this research, and states the purpose of developing a new 
methodology for collaboratively branding tourism destinations.  
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3.1 Tourism 
Tourism is the activity to which the methodology described in this research is applied, hence there is 
the need to review some definitions of tourism and to clarify some terminologies that are used. 
“For much of written history, what is now considered tourism was related to humankind's insatiable 
curiosity” (Dewar, 2000, p. 125). Modern tourism, however, is typically a twentieth century phenomena. 
Its growth was promoted by a series of combined historical, economic and social factors in some 
western countries. Changes such as a general increase in wealth and number of retirees with money 
and time to spare, a significant improvement in mobility and transportation, advances in 
communications, and maturation of some tourism services (Bosselman, Peterson, & McCarthy, 1999) 
have generated a niche for wealthy people from rich countries to discover the world. 
This scenario of easy access to travel achieved in the 20th century, however, is being strongly 
challenged by issues such as the rise in the cost of oil, climate change, terrorism (Burns & Novelli, 
2007) and now, financial upheaval. 
By the late 1990s tourism was considered the largest and fastest growing industry in the world. 
Although controversial, this expression certainly pictures the significance of tourism in the world’s 
economic, environmental, and socio-cultural panoramas (Bosselman et al., 1999; Burns & Novelli, 
2007; Dowling, 1995; Shaw & Williams, 2004).  
‘t does not require detailed empirical investigation to see the ways in which regional and trans-
national flows of tourists as well as the various scapes created by its sectors (airlines, hotels, e-
businesses, etc.) making up the tourism ‘industry’ are reordering the world (Burns & Novelli, 
2007, p. 1) 
Most scholars agree that tourism is an industry that involves multiple sectors and depends on the 
combination of many industries to provide the facilities and services vital to the tourism experiences 
expected by travellers (Bosselman et al., 1999; Burns & Novelli, 2007; Jafari, 2000; Pigram & King, 
1977; Robinson, 1999; Shaw & Williams, 2004).   
As such, Robinson suggests that the tourism industry is under the same market rules as is any other 
business as it "searches profit, employs people, is managed in the functional areas of marketing, 
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finance, personnel, etc., and is subject to similar economic, political and environmental externalities" 
(Robinson, 1999 p. 10). The implications of this are further discussed in Section 3.2 which explores 
the impacts of tourism. 
This concept of tourism as an industry that integrates multiple sectors and market rules as well as the 
lives of local communities and visitors requires a holistic approach to its study and planning. This 
approach incorporates overarching views across all parts of the tourism system, considering the 
interactions between them.  
Tourism cannot be understood as a unique and independent social phenomenon, but is 
intricately woven into the fabrics of daily lives, the constitution of communities, and the 
functioning of social and natural systems. (Shaw & Williams, 2004, p. 2) 
Recently, tourism researchers have focused on this understanding of tourism as a complex system 
(Beeton, 2006; Jafari, 2000; Marzano, 2006; van der Duim, 2007). This perspective, however, 
requires planning and promotional methodologies that are in line with the overarching perspective that 
accommodates the multiple activities, social interactions, impacts and influences that tourism 
undergoes and produces. 
A collaborative design methodology which is sensitive to the different interpretations of the world by 
different people, cultures, social groups and organisations seems to be a good alternative when 
working with such a highly transdisciplinary area. This kind of process allows for different views to be 
acknowledged, perceived and taken into consideration during the planning process. 
This requirement becomes more critical when dealing with the creation of a promotional image to a 
destination. Destination branding involves not only the tourism system, but also the place system 
(discussed in Chapter 2) and all identity systems (place, social and individual) contained in them. 
Additionally, Burns & Novelli (2007, pp. 1-2) point out that “political imperatives” and “ideological 
currents” can have significant impact over the socially constructed identities within a destination. 
Therefore, an understanding of the dynamics of tourism destinations and places is critical to developing 
appropriate collaborative methodologies for branding destinations (Marzano, 2006), especially 
considering that this kind of process is highly context dependent. 
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A tourism destination can be defined as a geographical unit or physical space where visitors can 
experience any number of tourism products and activities. It is composed of the local landscapes and 
environment (physical aspects), products, services and resources (business aspects), host and visitor 
communities (social aspects), as well as the identities, images and symbols associated with the 
destination (perceptual aspects) (Cho, 2000; Marzano, 2006) (Figure 8). 
 
 
Figure 8 – Aspects that compose a tourism destination: physical, social, business and perceptual  
Diagram designed by the author 
 
This study understands places and tourism as complex systems that involve a broad range of agents 
and meanings attached to them, deeply interacting with each other to create tourism experiences.  
Thus, the process for developing a promotional image for a destination should take into consideration 
these critical interactions. This could guarantee that the values that are being communicated reflect 
local values, vision, and parts of the local identity that the system’s agents wish to reveal to visitors. 
Collaborative design processes can be one alternative for unravelling this identity and to collectively 
define which sections of this identity the ‘place’ is willing to promote. 
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3.1.1 Types of tourism 
The 1990 saw the emergence of various types of popular tourism such as green, alternative, 
sustainable, cultural, adventure, health and eco-tourism, with each destination marketing its 
own unique offering (Ramchander, 2007, p. 150). 
Some attempts have been made to categorise tourism experiences, according to the type of activities, 
setting and number of people involved. 
Dowling (1995) states that there is considerable confusion around the terms sustainable tourism, 
nature-based tourism and ecotourism, and seeks to trace a comprehensive scheme to classify types 
(Figure 9). In his classification, he divided tourism experience into two main streams: 
“conventional/mass tourism”, and “special interest/alternative tourism”. 
 
Figure 9 – A Chapter Overview of tourism (adapted from Dowling, 1995) 
 
However, it is easy to see situations where these categories overlap. For instance, cultural tourism 
originally set into the ‘special interest/alternative’ category could be put into the ‘mass tourism’ 
category, when considering places such as the Sistine Chapel or the annual visits of the Muslim 
community to Mecca. 
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Once again, a system’s perspective offers a broader view of these interactions. These definitions, 
however, are important as they describe and help understand the behaviour of some parts of the 
tourism system. Therefore, as long as the holistic perspective is not lost and the possibilities of 
interconnections are not taken for granted, using a classification of tourism experiences can be useful 
for the research of tourism planning methodologies. 
In this case, it is important to highlight that ‘special interest’ and ‘alternative tourism’ are the foci of this 
study, in particular the streams of ‘nature-based’ and ‘cultural’ tourism. Furthermore, Dowling’s 
declaration that “all tourism should be sustainable – economically, socially and environmentally” 
(Dowling, 1995) does align with the systemic point of view adopted in this research. 
‘Special interest’ or ‘alternative’ tourism: 
Dowling (1995) defines alternative tourism as the kind of tourism that is focused on a closer contact 
between the visitors and the place visited – environmentally and socially speaking. There is a deeper 
relationship between the hosts and the visitors, as well as with the visitors and the local landscapes 
(natural or man made).  
Tourists over the past decade have exercised a preference for travel that involves broadening 
the mind and learning, as opposed to the mass tourism culture of relaxation in the sun 
(Ramchander, 2007, p. 150). 
Ramchander’s statement reinforces the idea that there is an increased demand for special interest 
tourism that will enrich the visitors’ own culture and knowledge either in the cultural scenery (cultural 
tourism) or in relation to the environment (nature-based tourism). 
Cultural tourism 
Dewar (2000) defines cultural tourism as the kind of tourism that has its emphasis on learning about 
other peoples’ ways of living through experiencing their places, history and cultural manifestations. He 
adds that learning about self is another common aim of cultural tourists. 
Hough (1990) suggests that tourism should be based on and promote continuity with the past and 
connection with place, especially where tourism is based on historical sites/facts. "Most historic 
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restorations are as physically isolated from their surrounding natural and working landscape as the 
shopping mall of today is from the communities that support it" (Hough, 1990, p. 155) 
Good examples of modern manifestations of cultural tourism are the ‘township tourism’ which became 
common in South Africa after the end of the apartheid regime (Ramchander, 2007), the ‘favela tours’ in 
Rio de Janeiro, Brazil (Duffy, 2008; Folha de São Paulo, 2003; Kingstone, 2003; Reis, 2000; Rio 
Turismo Radical, 2006; Zeiderman & Stanford, 2006), and the mural tours in Belfast (Boyd, 2000; 
Dartnell, 2000; Lisle, 2006; Peace Line Tours, 2008). In these examples, overseas tourists go into 
these usually ‘dangerous’ neighbourhoods in a controlled environment with special guides, in order to 
experience the lives of the locals. Although rather controversial, as these “experiential encounters can 
result in loss of privacy or the commodification of the community" (Beeton, 2006, p. 18), this kind of 
tourism has become extremely popular in these countries in the past few years. 
Other more common instances of cultural tourism are in the sphere of arts, historical and heritage 
tours, where tourists search for learning and knowledge about specific features in these areas. A good 
example is the current increased popularity of travel to search for family heritage and ancestors. 
Cultural tourism is relevant to this study for it is one kind of tourism experience that can be offered by 
the Waterfall Way. Local farm stays offer the possibility for tourists to relax in a typical environment, 
closely experiencing and learning about the local ways of living on the land. Heritage and historical sites 
also provide many other interesting opportunities for cultural tourism in the region. 
Nature-based tourism 
"True understanding and commitment to the environment begins with the emotional and the intellectual 
experience of ordinary events and phenomena one finds everyday in familiar but often ignored 
surroundings" (Hough, 1990, p. 167). Tourism is an interesting tool to promote this understanding and 
commitment to the environment with visitors and local communities that may take for granted their own 
cultural and environmental assets. 
As the name implies, nature-based tourism is the kind of tourism that relies on the features of the local 
environment and nature. It is also called natural tourism and can have many different streams such as 
adventure tourism, geo-tourism and, perhaps the most popular, ecotourism. 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   56 
Even if nature-based tourism experiences rely basically on the natural aspects of landscape and 
environment, Pigram and King (1977, p. 291) observe that “every tourist attraction is, to some extent, 
man-created; (sic) even apparently natural features require some embellishment, if only signposting, to 
cater for visitor use". 
Nature tourists normally seek pristine experiences and tend to prefer to find a minimum of these so-
called embellishments. However, some man-made influence and services are necessary to promote 
and create a minimum of infrastructure and information so that tourists can arrive and enjoy the places. 
Hence the need to create facilities and design that are in line with the place, its environment and 
available materials. As Pigram observes, design in tourism settings “calls for the sensitive location and 
fitting of facilities and functional support elements to specific topographic and landscape features of the 
site in harmony with the surrounding environment, user preferences, managerial concerns and 
institutional requirements” (Pigram, 2000, p. 144). 
The beauty of a natural landscape may lie in its biodiversity and in the interconnections "that become 
apparent when one begins to understand the natural forces that shape it" (Hough, 1990, p. 31). In a 
sense, nature-based tourism is also a form of cultural tourism. 
Ecotourism 
The review of ecotourism concepts and principles provide an interesting background to the 
collaborative methodology used for the Waterfall Way tourism initiative. The initiative itself emerged as 
an ecotourism project that later evolved towards offering a broader range of tourism experiences (see 
Chapter 4). 
Wall (2000b) points out that there is no widely accepted definition for ecotourism. Rather, he believes 
that the best description for ecotourism would be one which “operators and destination areas should 
aspire to, rather than being a clear notion of a widely-available tourism product” Wall (2000b). Most 
authors, practitioners, and tourism organisations agree that ecotourism involves visiting relatively 
pristine areas, with the aim of being in deep contact with and enjoying the local natural environment 
combined with some educational elements and a sense of conservation and responsibility towards the 
host place (Dowling, 1995; Ecotourism Australia, 2007; The International Ecotourism Society, 2000; 
Wall, 2000b; Wikipedia, 2007). 
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As there is no consensus in defining ecotourism, the definition of the principles that underpin the 
activity can also vary broadly. Reviewing a few of them makes some of the key elements plainer, 
offering valuable guidelines that can be the basis for sustainable tourism initiatives of any kind.  
Dowling defines ecotourism according to five fundamental principles. For him, in order to be called 
‘eco’ a tourism experience should be nature based, ecologically sustainable, environmentally 
educative, locally beneficial, and generate tourist satisfaction. (Dowling, 1995) 
The International Ecotourism Society (TIES) goes into greater detail. It states that ecotourism activities 
should focus on minimizing impact, building environmental and cultural awareness and respect and 
provide positive experiences for both visitors and hosts. They should also direct financial benefits to 
conservation, provide financial benefits and empowerment for local people and raise sensitivity to host 
countries' political, environmental, and social climate (The International Ecotourism Society, 2000). 
Ecotourism Australia, in turn, defines ecotourism as “ecologically sustainable tourism with a primary 
focus on experiencing natural areas that fosters environmental and cultural understanding, appreciation 
and conservation”. Hence, its ecotourism principles are based on economic, social and environmental 
sustainability aspects such as business ethics and responsible marketing, contribution to conservation 
and ecological interpretation and education, and work with local communities fostering cultural respect 
and sensitivity. These principles operate as conditions for the Ecotourism Australia accreditation 
system. 
Two key themes can be extracted from these principles. The first relates to the focus of ecotourism on 
the natural environment, and on providing enough information to enhance the cycle of appreciation-
education-conservation. The second theme focuses on the relationship between hosts and visitors, a 
relationship that should be based on mutual sensitivity, respect, and on the benefits it can bring to both 
sides.  
Ecotourism principles are based on respect for local environment and culture, focusing on long-term 
sustainability of the place and, consequently, the viability of ecotourism activities. 
Considering the postulate that all tourism should be sustainable, the sustainability issue stops being 
exclusive to ecotourism experiences and become a critical factor in any tourism related activity. 
Therefore, ecotourism principles can and should be transferable and applied as guidelines for planning 
of all types of tourism. 
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“A focus on the natural environment by tourists can encourage its conservation and constructive 
management, whereas too many visitors run the risk of 'loving it to death'" (Beeton, 2006, p. 18). 
Therefore, shared management of tourism is a critical aspect towards its sustainable establishment. 
This study focuses on promoting sustainable cultural and nature-based tourism in the Waterfall Way 
area in NSW. The ecotourism principles are used as guidelines to inform the destination branding 
methodology in relation to the context to which it will be applied. 
3.1.2 Tourism experience and motivations 
Apart from the industry perspective, another aspect that is of relevance for this research is related to 
the notion of ‘tourism experience’. 
According to Shaw and Williams (2004, p. 2), leisure, heritage and cultural tourism occur when visitors 
are required to move from one place to another in order to “sense a place directly, through embodied 
experiences”. These authors define the tourism experience as the set of interactions between the 
“producers”, the "individual tourist and the other tourists present at the site of the experience" (2004, p. 
23), that will create the atmosphere at the moment of the particular experience. Therefore, the tourism 
experience is unique for each individual tourist present at a particular site at a certain moment. If that 
same person is at the same place in another time, the experience is bound to be different. 
Additionally, Shaw and Williams (2004) and Morgan et al. (2002) suggest that a total tourism 
experience starts before the travelling actually occurs with extensive planning and anticipation, and 
continues through to the travel’s precious recollections. Brand and image are essentially connected to 
these imaginative and contemplative actions that take place away from the particular place and time 
where the tourism experience occurs. Tourism, however, involves more than the experiences of 
visitors; it also incorporates the experiences of hosts. Therefore, tourism can be understood as an 
interface between the visitor and the hosts at the place being visited. In this case, it is important to note 
that visitors and hosts perceive tourism destinations in different ways. For visitors the tourism 
destination means a place for leisure and relaxation, whilst for hosts, it means home and work (Hough, 
1990; Meetham, 2001) 
Morgan et al. (2002) suggests that there are diverse identities in relation to tourism activity, including 
the identity of the place/destination itself, that of its people and businesses (whether they are involved 
in tourism or not), and the identities of the travellers. The image one creates for a tourism destination, 
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therefore, carries with it all the expectations from the insiders, and will build new expectations for the 
outsiders of the place being branded. 
Hence, the perceptions of tourism experiences will be naturally diverse between hosts and visitors. 
Good planning methodologies should accommodate these different visions and necessities in order to 
create tourism experiences and activities that are harmonious and mostly beneficial for both residents 
and travellers. 
Certainly judging from the vast number of people who choose to spend their time and money 
on travel, many of us enjoy being tourists. Given the ever increasing number of communities 
and countries trying to attract their share of the exploding tourist market, many of us assume 
that tourism development will bestow benefits on the hosts as well as the visitors (Bosselman 
et al., 1999, p. 1). 
Understanding what motivates hosts and visitors to provide and undertake tourism experiences can 
give good insights on how to plan for tourism activities at a destination. 
What motivates travellers? 
What makes people want to leave their home and head to (sometimes) unknown places in their free 
time? Curiosity? Status? Habit? Excitement? Meeting new people? A need to get away from their daily 
lives? 
Bosselman et al. (1999, p. 2) state that "the primary benefit of tourism to travellers is a measure of 
personal pleasure (...) whatever the focus, it is an activity chosen to bring enjoyment to the tourist". 
Pigram (1983) observes that it is not possible to define precisely how people decide on a recreational 
activity. He says that freedom of choice is one of the key factors in defining an activity taken as leisure. 
There should be no obligation related to it. He also suggests that the decision-making is not exclusively 
rational, based on objective information and aims. It involves elements of perception that are 
dependent on each person’s previous experiences and expectations in relation to the time they have 
available, who they want to share this time with, doing what, how and where. 
Dann (2000) suggests that motivations for tourism are subjective and depend on the analyst as well as 
on the tourists themselves. What may seem an extraordinary travel opportunity for some people may 
seem absolute craziness to someone else. He argues that the disciplines of psychology and sociology 
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offer interesting and complementary perspectives in relation to travellers. Some psychology 
researchers believe that enhancement of self through tourism is a strong motivation for travellers, and 
that people in different stages of their lifecycles have different perspectives and motivations in relation 
to travel. From a sociological point of view, the tourist's home environment determines the kind of travel 
they will search for.  
An interesting point raised by Dann is the significant role that the nature of one’s workplace plays in the 
process of choosing a holiday destination: 
Boring or monotonous jobs may lead to the quest for excitement, stress may result in a search 
for relaxation, and the regimentation of the office or factory may encourage the pursuit of ludic 
activities elsewhere. Alternatively, type of occupation, especially if self rewarding, may stimulate 
similar interests on a vacation (such as the history teacher travelling to an archaeological site) 
(Dann, 2000, p. 394) 
On a more specific note, Eagles’ study on the motivations of Canadian tourists in relation to ecotourism 
shows that social issues are the main reasons that motivate the general Canadian tourist. Eagles 
(1991) says that the so-called ecotourists are more likely to engage in holidays at places that offer 
“wilderness, lakes and streams, mountains, parks, rural areas, and oceanside” (Eagles, 1991). 
Being close to nature seems to be a preferred choice for recreation and tourism activities regardless of 
the practice of ecotourism itself. According to Pigram (1993) and Dann (1997), the very process of 
urbanisation prompts this tendency to look for an escape to natural settings. Nature seems to stimulate 
something positively special in people. Pigram goes further stating that, "humans have an unlearned 
genetically coded predisposition to respond positively to natural-environmental content such as 
vegetation and water" (Pigram, 1993, p. 402). 
Dann demonstrates another interesting perspective of the motivation of tourists in choosing a natural 
setting for their holidays. He believes that people who nowadays live in stressful urban environments 
search for a return to the past, to childhood references that can be found in natural and rural settings. 
“For them the countryside signifies an unspoilt haven, a place of order amid surrounding urban chaos 
(…) the rural past represents an oasis from anxiety over the present and future" (Dann, 1997, p. 259). 
The answer to the question “What motivates travellers?” is not a simple one. It has multiple facets and 
subjective answers. For the purpose of this study, though, it is relevant to understand that people who 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   61 
get away from their everyday places in order to visit another place are normally looking for something 
special that will help them escape their daily lives, or, in some cases, enhance it – through knowledge 
and education. Most importantly, tourists are looking for elements of distinctiveness. Natural settings 
most of the time provide the perfect environment for this escape from the stressful urban world. 
What motivates hosts? 
Most of the justifications for tourism to be implemented or improved in a certain area come from 
highlighting the economic benefits that this activity can bring to the place (Beeton, 1998 Robinson, 
1999 #113; Bosselman et al., 1999; Ramchander, 2007). Somehow, tourism seems to be a “universal 
solution to a more prosperous future" (Hough, 1990, p. 171). 
Most of these economic benefits are linked to local growth of employment and business opportunities, 
improvement of community amenities and facilities, creation of new markets for local products, 
collection of extra income for conservation of natural/cultural assets and a theoretical consequent 
improvement in the standard of living of local communities (Beeton, 1998; Bosselman et al., 1999; 
Pigram & King, 1977; White, 2004). 
Although these economic benefits cannot be denied, the negative impacts that these changes can 
bring to the local economy and community must also be taken into consideration. "Economic benefits, 
traditionally associated with tourism development are now being measured against its potential for 
social disruption" (Ramchander, 2007, p. 152). The negative impacts of tourism are discussed in 
section 3.2. 
There are also other kinds of benefits that may motivate hosts to accept and develop tourism activity. 
Tourism can create a positive cycle of getting people (locals and visitors) to appreciate, learn about and 
protect both environmental and cultural assets that had previously failed to be appreciated. The 
perception that tourists have of a place is very different from the perceptions of the residents. Locals 
take for granted pristine natural beauty that tourists value and, conversely, dream about things that 
tourists take for granted.  
Local communities see what they took for granted has value and worth for other people – the 
view you wake up with every morning and the abundance of wildlife in your local forest take on 
a new meaning (Beeton, 1998, p. 12). 
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Furthermore, tourism may help improve the pride and self-esteem of local communities, reinforcing 
heritage links, sense of place and identity. Beeton (1998) and Bosselman et al. (Bosselman et al., 
1999) also emphasise the role of tourism in bringing the world to people’s doors. Through engaging 
with visitors, hosts have the opportunity to learn about other cultures and to share their own. 
“Myths and stories teach us that the interaction of host and traveller goes far beyond a mere 
commercial transaction, however, and can often be an enriching experience for both” (Bosselman et 
al., 1999, p. 2). The interaction between hosts and visitors is a sensitive matter that can be extremely 
positive for both sides, or, at the same time, generate significant negative social impacts. Tourism 
groups have their own cultural influence and needs. "Travellers in general form their own communities 
while in the act of visiting others (...) each community (the host and the guest) influences the other." 
(Beeton, 2006, pp. 5-6) 
Tourism shapes interactions between visitors and hosts (Robinson, 1999). The way in which tourism is 
initiated (planned or not) and managed determines the level of acceptance of the visitors by the 
community. Most importantly, the involvement of the host community in this decision-making can 
define if the outcomes of these interactions will be positive or negative. An understanding of the 
motivations that lead travellers and hosts into tourism can give a good picture of the expectations both 
groups have of this activity. Expectations about places are built out of images and perception (Dann, 
1997; Hough, 1990; Kotler & Gertner, 2002; Marzano, 2006; Morgan et al., 2002; Pigram, 1993; 
Pigram & King, 1977; Shaw & Williams, 2004). Managing and planning towards these images in a 
collective way – involving local communities – may lead to expectations that are closer to reality and 
therefore easier to achieve and sustain, than if other more top-down expert-based methodology were 
used. 
"Image building, since it can result in either social destruction or construction, must be based on 
informed dialogue" (Dann, 1997, p. 263). The main aim of the methodology presented in this study, 
then, is to catalyse dialogue among community members in order to develop a shared promotional 
image (brand) for a tourism destination. 
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3.2 The impacts of tourism 
The previous section outlined some of the motivations for travellers and benefits that tourism can bring 
to destinations. This section highlights some of the impacts of tourism activity on places, their 
communities and environment. 
Tourism impacts have become a significant theme in tourism research (Beeton, 2006; Bosselman et 
al., 1999; Dann, 1997; Gössling, 2000; Hough, 1990; Marzano, 2006; Ramchander, 2007; Robinson, 
1999; Vukonic, 1997).  
Looking for what is distinctive and different is what tourism is all about. (…) Few tourists 
purposefully visit the suburbs and industrial areas of large cities. Tourism has become the very 
life-blood of picturesque but resource-poor or economically destitute countries. Paradoxically, 
it helps destroy the very nature of the places and social customs on which it thrives (Hough, 
1990, p. 20). 
It is difficult to see how Merrie England can continue to be promoted ad infinitum without the 
process of tourism massification destroying the very merriness that makes it so seemingly 
attractive (Dann, 1997, p. 261). 
Beeton (2006) agrees with Hough (1990) and Dann (1997) on the self-contradictory nature of tourism 
and its capacity to destroy itself. She lists a number of impacts that tourism may have on host 
communities ("The process [of initiating tourism in a certain place] is lucrative though costly, for the 
essence of what can be sold is cultural and natural identity" (Hough, 1990, p. 155). One of the critical 
issues in defining if the impacts of tourism will bring benefits or inconveniences is related to how this 
activity affects the identities involved in the process: the places’ identities and the identities of host 
communities and visitors.  
Long residence enables us to know a place intimately, yet its image may lack sharpness 
unless we can also see it from the outside and reflect upon our experience. Another place 
may lack the weight of reality because we know it only from the outside – through the eyes as 
tourists, and from reading about it in a guidebook (Tuan, 1977, p. 18). 
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Table 1) that relate to social and economic development, to the interactions between host communities 
and visitors, and to changes in local culture. Beeton also observes that the impacts from tourism may 
be positive or negative, often being both, depending on the context in which tourism happens. 
"The process [of initiating tourism in a certain place] is lucrative though costly, for the essence of what 
can be sold is cultural and natural identity" (Hough, 1990, p. 155). One of the critical issues in defining 
if the impacts of tourism will bring benefits or inconveniences is related to how this activity affects the 
identities involved in the process: the places’ identities and the identities of host communities and 
visitors.  
Long residence enables us to know a place intimately, yet its image may lack sharpness 
unless we can also see it from the outside and reflect upon our experience. Another place 
may lack the weight of reality because we know it only from the outside – through the eyes as 
tourists, and from reading about it in a guidebook (Tuan, 1977, p. 18). 
Table 1 – Beeton’s list of reported social impacts of tourism 
Modifies internal structure of the community 
Divides the community into those who have/have not relationships with tourists 
Has colonialist characteristics 
Employment in tourism offers more opportunities for women 
Instigates social change 
Improves quality of life through infrastructure development 
Tourism 
development 
Increases pressure on existing infrastructure 
The nature of contact influences attitudes/behaviour/values relating to tourism 
Young locals are most susceptible to the demonstration effect 
Cultural exchange/increased understanding and tolerance 
Increased social interaction increases communication skills 
Hosts adopt foreign languages through necessity 
Tourist-host 
interactions 
Hosts develop coping behaviour and avoid unnecessary contact 
Arts, crafts and local culture revitalised 
Acculturation process likely to occur 
Effects of commodification of culture 
Cultural 
impacts 
Meaning/authenticity 
         Source: Beeton, 2006, p. 18 
Tourism experiences contribute to the formation and reshaping of identity both of hosts and guests 
(Beeton, 2006; Shaw & Williams, 2004). “Values and identities are unlikely to remain untouched in 
homes filled with souvenirs from trips around the Caribbean or the hills of Chianti” (Shaw & Williams, 
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2004, p. 7). The way in which these identities influence each other depends on the context of the 
interactions. 
There is no question but that tourism is a vehicle for change. As with all living things, tourism also has 
its cycles. The nature of the change tourism brings to places determines if its cycles will bring positive 
or negative impacts to the community. "Tourism is, above all, place-specific, and it is consumed in situ, 
so that it is strongly entangled with the making and remaking of local communities and nature" (Shaw & 
Williams, 2004, p. 21). Therefore, if tourism experiences are organised in a way that reinforces local 
identities, it is likely that tourism activity will initiate cycles that are more positive than negative. 
Tourism interconnects deeply with culture, creating exchanges between hosts and visitors and their 
behaviours. It is argued that tourism nowadays is mostly based on a commodification process (Hough, 
1990; Robinson, 1999) “whereby ways of life, traditions and the complex symbolism which supports 
these, are imaged and transformed into saleable products” (Cohen, 1987 quoted in Robinson, 1999, 
p. 11).  
Robinson suggests that the packaging and commercialisation of some aspects of the culture are more 
acceptable than others, and that the process of commodification can have positive or negative 
outcomes. It can be a way of “affirming identity and value”, if there is social legitimacy in the process. 
Alternatively, it can generate local conflict if socio-cultural assets such as rituals and craft making, 
believed to be too ‘sacred’ to be sold are transformed and performed only in order to satisfy tourism 
interests (Robinson, 1999). 
Whereas 'fun for one' may be perfectly innocuous, it assumes the dimensions of an 
environmental problem when thousands become addicted to such publicity, and the site of 
yesteryear (which knew no tourists) is turned instead into a crowded playground for 
postmodern punters. Like its analogue in the United States, rural England can also become 
another theme park dispensing hyper-reality, with its period-costumed inhabitants, having 
abandoned their traditional lifestyles, now making commoditized exhibitions of themselves for 
paying visitors (Dann, 1997, p. 267) 
The above example points out the danger of homogenisation, another unwanted consequence of the 
packaging of cultural and natural assets in order to satisfy globalised tourists’ demands without 
considering the impacts on the identities of local communities. The global demand for tourism 
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standards may lead to homogeneity of places and cultures (Robinson, 1999) generating places that 
don’t differ from one another through their unique identities.  
However, Shaw & Williams (2004) and Robinson (1999) agree that although decision-making and 
investment in tourism may be influenced by the standardised and globalised preferences of western 
tourists, tourism still generates interconnectedness between cultures – through exchange of images, 
objects and knowledge – and can be a vehicle for maintaining place and cultural identities rather than 
unifying and homogenising all places in the world.  
"Travel permits a new perception, a world view of the environment that crosses regional 
boundaries, (…) an opportunity for a new and large-scale sense of regional diversity. But the 
process of revealing it also tends to destroy it" (Hough, 1990, p. 101). 
Scenarios of negative cycles of change through tourism generally do not take into consideration issues 
related to the identities of the host place and communities, or what kind of tourist is visiting a 
destination. It takes for granted the voice of the hosts. Commodification happens in all areas of cultural 
manifestation, regardless of its importance or sacredness for some members of the community. Local 
infrastructure is overused and not necessarily updated to suit the new needs that come from tourism 
activity. Economic benefits that come from tourism are mostly felt in the private sector, or in public 
initiatives that end up reinforcing the negative cycles rather than moderating them. There is a 
consequent loss of pride and identity and a tendency for acculturation to happen in a negative way. In 
some cases local businesses and land are sold off to foreign investors and the place loses its 
character, becoming artificial and like any other ‘touristy’ place in the world. 
Positive cycle scenarios of change through tourism demonstrate interactions between tourists and 
hosts that are respectful at all levels, fostering the sharing of knowledge and tolerance between both 
cultures. The commodification of culture is limited to elements that are ‘safe’ for the community to ‘sell’ 
and reinforces pride and sense of heritage and belonging. The economic benefits that come from 
tourism, in these scenarios, in part accrue to private interests, as well as being reinvested into the 
community as conservation policies, education and infrastructure, and in maintaining or improving 
quality of life and of the tourism experience offered. 
This kind of cycle, however, can be so appealing to some parts of the community that it can also bring 
unwanted consequences in a long-term perspective. The benefits of tourism may lead to excessive 
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development, attract foreign investors with irresistible offers to buy local land and businesses, and 
generate such a big change in the local lifestyle that the place stops being what it once was. The 
features of local identity that attracted tourism in the first place are lost, tourism activity becomes 
homogenised and empty, and a cycle of unwanted impacts of tourism is initiated. 
As any other complex living system, the positive feedback loops of tourism – cycles that “reinforce a 
change or trend” (Dutra, 2007), which do not necessarily have positive consequences for the system – 
need to be moderated by counteractive activities in the system (Arthur, 1989; Dutra, 2007; Gill, 1993).  
Some management or regulation element that balance the advantages of the positive consequences 
of tourism is needed in order to make the industry constantly reinvent itself according to the ongoing 
changes that it brings to the place, its communities and identities, and supporting the changing nature 
and type of tourist, and infrastructure that provides for them (Robinson, 1999) (Figure 10). 
 
Figure 10 – Tourism lifecycle. Diagram based on Butler’s Tourist Area Life Cycle (TALC), in (Beeton, 2006) 
combined with the resilience cycle (Gunderson & Holling, 2002) 
 
Beeton highlights another common consequence of the interactions between tourist and host:  
Many indigenous communities are based on a complex hierarchy of familial ties, which for 
many tourists from Western cultures where extended family ties are diminishing is a fascinating 
concept that they wish to view, experience and understand. Even the most culturally sensitive 
visitors to such communities tend to view them as 'inferior' in the sense that they need 
protection from the outside world, so we can continue to enjoy the spectacle.  
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Such tourism smacks of cultural imperialism, and the notion that these (usually) poor 
indigenous communities have 'got it right' (particularly in social and environmental terms) and 
should remain in stasis is an anathema to the inevitability of cultural change (Beeton, 2006, 
p. 5). 
Reinforcing place and community identity does not mean stagnation of development and change. 
Rather, it means that tourism can bring change that enhances these identities through intensifying a 
sense of pride and heritage. It can also add value to cultural and natural assets in places often taken 
for granted. Additionally, through the economic benefits brought by tourism, communities can become 
able to decide their own path of quality of life, levels and areas of development.  
Unfortunately, tourism is not always planned. Sometimes it just happens, especially in under-
developed, pristine places that are ‘discovered’ by tourists. “Too often the negative impacts of tourism 
are realised only once the damage has been done” (Beeton, 2006, p. 17). Change brought by tourism 
"may be instantaneous and aggressive” (Robinson, 1999, p. 5) and the cost of change caused by 
tourism can be high. 
Many small countries that lack power and wealth, such as island micro-states, may have little 
control about whether to encourage or discourage tourism. The decisions are often made by 
other countries, multinational companies, or airlines (Hough, 1990, p. 151). 
Numerous examples can be listed of places that have received tourism and dealt with it as it evolved. 
For example, many areas in the south of Bahia, Brazil, have been facing some of the negative 
consequences of tourism, with fishermen selling their traditional lands to large tourism enterprises, 
leaving their places and jobs for an amount of money that will not always give them a new life with the 
quality they once had, or now expect. On another note, Hough (1990, pp. 150-151) describes the 
change through tourism that happened in the Côte D’Azur, France, where tourism development 
changed the character of the “rural working landscape” and, “has all but eliminated the very regional 
character that people came to enjoy”, with a tax system that “discourages sustainable cultivation". In 
turn, Dann (1997), describes the consequences of tourism development in rural England: 
Due to the success of Robert Redford's A River Runs Through It, inhabitants of that once 
happy rural state are beginning to speculate that the sequel may well be A Realtor Runs 
Through It. Former sleepy agricultural communities teeming with wildlife are now swamped 
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with motels, smog, and traffic-degraded natural resources, as they attempt to cater to tourists 
in search of paradise (Dann, 1997, p. 262). 
However, many times it is possible to actually plan for and manage tourism activity in a pro-active 
sustainable way. The next section deals with some issues and alternatives for planning tourism with a 
focus on initiating sustainable pathways to the activity itself, the place, its communities and identities. 
3.3 Sustainable Tourism 
Sustainability in tourism is mostly threatened by the conflicts the activity generates, conflicts between 
systems and structures as well as between individuals and communities, due to the process of 
commercialisation of place assets – environmental, cultural and social. 
As noted earlier in this chapter, tourism as an industry is a combination of many other industries and 
involves various sectors. Therefore it follows the same market rules as any other commercial business.  
This can be considered a critical issue in relation to sustainable development of places through 
tourism, as it involves the commercialising of culture, nature and aspects of the local social network, 
which imply serious ethical and environmental issues. 
Roseland advocates that "sustainable development must be more than merely ‘protecting’ the 
environment: it requires economic and social change to improve human well-being thus reducing the 
needs for environmental protection" (Roseland, 2005, p. 4). 
Issues of sustainability and sustainable development have been thoroughly discussed since the 
publication of the Brundtland Report (1987), which defined sustainable development as “the 
development that meets the needs of the present without compromising the ability of future 
generations to meet their own needs” (World Commission on Environment and Development, 1987). 
In more recent years, scholars and practitioners have developed a notion of sustainability as an 
ongoing learning process rather than an aim to be achieved (Innes & Booher, 1999; Meppem & Gill, 
1998; Roseland, 2005; Scott & Gough, 2003). Thus, sustainability is seen as a pathway, guideline, or 
set of principles that will underpin development policies and management strategies. 
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The definition of what is sustainable can have multiple interpretations according to the context and in 
terms of who is analysing the issue. Different points of view will determine what is sustainable 
environmentally, economically or socially speaking (Meppem & Gill, 1998; Scott & Gough, 2003). 
As a consequence of this hermeneutical dependence, Scott and Gough (2003) and Meppem and Gill 
(1998) argue that sustainable development is intrinsically a transdisciplinary problem. It is also a 
systemically complex issue, as it involves substantial levels of uncertainty and interaction and is highly 
context dependent. Thus, the development of overarching systemic ways of thinking and 
collaboratively designing new initiatives, policies and practices is needed to deal with this kind of 
process.  
Understanding and dealing with sustainability as a learning process, therefore, means dealing with two 
main issues: complexity and transdisciplinarity. As discussed in Chapter 2, complex systems are 
characterised by their dynamics, uncertainty and constant change. They are also sensitive to small, 
simple changes that can have large impacts and create or solve critical problems. These simple 
solutions, however, are not achieved by “simplistic analysis” (Scott & Gough, 2003, p. 138). 
Transdisciplinarity means involving people from different backgrounds, talking together and 
understanding each other. This kind of dialogue among groups from different backgrounds can be 
constructive in dealing with the uncertainties of complex systems (Scott & Gough, 2003).  
However, working with interdisciplinary groups can be challenging. It means facilitating learning through 
conversations. In Scott and Gough’s words “the facilitation of collaborative work across literacies is 
itself inherently a question of learning" (Scott & Gough, 2003, p. 32). When in ‘learning mode’ people 
are more likely to be sufficiently open to listen to, understand and hopefully incorporate different ways 
of thinking and viewing issues.  
Scott and Gough (2003) state that the mediators of collaborative processes that involve groups from 
diverse backgrounds should have expertise in learning processes as they are facilitating learning 
through conversation and dialogue. Sustainable actions will, then, be a consequence of this ongoing 
learning process. 
The bottom-up top-down planning strategy discussed in Chapter 2 enables communities, 
stakeholders, councils and agencies to socially construct a shared view of what is sustainable in their 
specific context at the time, and elaborate a vision of how to deal with the upcoming changes and 
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challenges. Additionally, it is important to maintain an overarching perspective of the place’s system, in 
order to make better-informed decisions that, in the long term, will impact the interactions of the 
system in a desirable way.  
In this kind of collaborative methodology, planners and designers are transformed into facilitators of 
learning through dialogue, helping both the emergence of novel initiatives and to build the capability of 
places to face pro-active change. 
Sustainability and Tourism 
Tourism looks for "the special, the spectacular, the unusual" (Hough, 1990, p. 165), paying little 
attention to the everyday ordinary life landscapes. However, it is in the aspects of everyday life that the 
impacts and conflicts generated by tourism are most deeply felt. 
Tourism, place and sustainability compose a combination of multiple complex systems operating with 
and within one another through the interactions between environments, economies, cultures, social 
groups and the meaning they generate, and which are present in all of them. 
The challenge in sustainable tourism initiatives is to find alternatives to plan and manage development 
in a way that “the benefits it confers will outweigh the burdens it imposes” (Bosselman et al., 1999, p. 
2). 
Pigram and Wahab (1997) believe that tourism growth, although inevitable, can be managed in a 
sustainable way, if the focus is directed to a long-term vision and management of natural, social and 
cultural local assets. They also highlight the importance of “commitment by all stakeholders to ensuring 
balance between short-term returns and long-term viability and sustainability” (Pigram & Wahab, 1997, 
p. 5). Roseland (2005, p. 168) adds to this, saying that sustainable development, when based on 
shared social and ecological values, is a viable alternative to the growth-focused economy. 
Robinson (Robinson, 1999) suggests that one way of overcoming the conflicts generated by tourism 
could be through involving the local hosts in this decision-making process, giving them “power of 
choice, the ability to shape the commodification process” (Robinson, 1999, p. 14), as well as involving 
the visitors in activities that create a connection between them and the place (Hough, 1990). 
Shaw (2004) points out the importance of socially constructed rights over property and tourism 
resources, which are built through the interactions between local social groups rather than imposed by 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   72 
policies, business or agencies. In his analysis of the initiation of tourism in the Cairns region (Far North 
Queensland, Australia), Roberts (1995), had already claimed that involving community in fostering a 
“more tourism-oriented culture” can be critical to the sustainable development of tourism. 
Planning for sustainable tourism should take into consideration the identities and meanings that interact 
within the systems being dealt with (tourism, place and sustainability). Therefore, collaborative 
planning/design methodologies can be a good alternative to the planning of sustainable tourism, as 
they stimulate transdisciplinary dialogue among diverse local social groups, and suit the need to 
consider multiple interactions, feedback relationships, complexity and uncertainty. 
Furthermore, collaborative methodology can bring together government agencies, businesses and 
communities, fostering clear informed decision-making, leveraging ownership over the decisions and 
empowering stakeholders at all levels. “Even tourism that has been planned requires a community to 
support it. (...) Simply put, tourism exists in communities, not outside them” (Beeton, 2006, pp. 13-14). 
This study understands tourism as a complex system which consists of place, people, cultures and all 
social, environmental and economic interactions between them. This conceptual framework 
necessitates collaborative planning methodologies that can elicit these interactions. Therefore, the 
operational methodology applied in this research includes one to one conversations with local 
stakeholders, public collaborative design workshops and an open approach in dealing with managerial 
and technical aspects of the brand design. 
Understanding the complexity of the relationships between the systems involved in tourism activity is 
important in outlining sustainability issues related to tourism development. It is suggested that a 
collaborative planning/design methodology can be a feasible alternative to the planning and managing 
of tourism activity. This kind of methodology allows for transdisciplinary dialogue between diverse social 
groups, helping to reveal the interactions and to deal with the uncertainties inherent to the systems. 
Additionally, open conversations foster learning among the people involved, which is in line with the 
concept of sustainable actions being a consequence of a collective learning process. 
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Summary 
How long does it take to know a place? Modern man (sic) is so mobile that he has not the 
time to establish roots; his experience and appreciation of place is superficial. (...) Abstract 
knowledge about a place can be acquired in short order if one is diligent (...) but the "feel" of a 
place takes longer to acquire. It is made up of experiences, mostly fleeting and undramatic, 
repeated day after day and over the span of years. It is a unique blend of sights, sounds, and 
smells, a unique harmony of natural and artificial rhythms such as times of sunrise and sunset, 
of work and play. The feel of a place is registered in one's muscles and bones. (Tuan, 1977, 
pp. 183-184) 
This chapter focused on the experience of places as tourism destinations. It presented a review of the 
concepts of tourism and its motivations to hosts and travellers. Then, the impacts (positive and 
negative) that tourism can bring were presented; and issues of sustainable tourism planning were 
discussed. 
Tourism is a transdisciplinary activity that is highly context dependent. It deeply influences the identities 
of places, as well as social and individual identities of groups involved with the activity (directly or 
indirectly). Tourism also has the power to degrade the places and experiences it thrives upon. Taking 
these facts into consideration, it seems reasonable to see tourism as a complex system that operates 
over places (another complex system) and should follow sustainability guidelines (a naturally ‘complex’ 
issue) in order to reduce its negative impacts and enhance the benefits this activity can bring to visitors 
and hosts. 
Understanding the complexity of the relationships between the systems involved in tourism activity is 
important in outlining sustainability issues related to tourism development. It is suggested that a 
collaborative planning/design methodology can be a feasible alternative to the planning and managing 
of tourism activity. This kind of methodology allows for transdisciplinary dialogue between diverse social 
groups, helping to reveal the interactions and to deal with the uncertainties inherent to the systems. 
Additionally, open conversations foster learning among the people involved, which is in line with the 
concept of sustainable actions being a consequence of a collective learning process. 
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The next chapter presents the region studied. Chapters 5 and 6 demonstrate the case study explored 
by this thesis and the results achieved through applying a collaborative methodology to developing a 
tourism destination brand for the Waterfall Way region. The development of the brand is informed by 
the concepts of complex emergency (Chapter 2) and sustainability (Chapter 3), and is tied in with the 
eliciting of a shared regional identity. 
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Chapter 4    
The Waterfall Way: 
geographic and 
historic features 
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“If I were to say something  
about our local natural environment 
I would have to become an inspired poet 
or a musician...” 
Rosemary Yates, Mt. Hyland, Dundurrabin 
NSW, Australia 
 
Chapter Overview 
This chapter describes the Waterfall Way region in terms of its history and geography. It also introduces 
the collaborative process undertaken in the past three to four years for the development of a world-
class international cultural and nature-based tourism destination in the area.  
The main objectives of the present chapter are to portray the case study region, and to present an 
account of the previous activities and projects that triggered the collaborative brand design for the 
Waterfall Way, the case study explored in this thesis. 
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4.1 The Region 
18 million years ago the Ebor volcano erupted; its core, the Crescent still sits high in the 
Bellinger Valley amongst the rolling spurs that seem to flow down to the far off coast. 
Subsequent uplift, tilting and millions of years of erosion have created the spectacular, deep 
gorge country within the New England Tablelands that winds its way to the Dorrigo 
escarpment, finally plunging onto the coastal plains of Coffs Harbour and the Bellinger valley 
(O'Loughlin et al., 2003a) 
The Waterfall Way area is distinguished by the geological, environmental and socio-cultural diversity 
found in a corridor that can be crossed, by car, in approximately two and a half hours. Here one is 
exposed to “climate differences and different types of vegetation, that in other places, on the same 
altitude levels, you would have to travel for thousands of kilometres to be able to experience” 
(Menhoffer, 2006). 
The area of approximately 22,400 km2, encompasses parts of two biophysical regions of the state of 
New South Wales, the New England Tablelands and the Mid-North Coast, specifically the shires of 
Armidale/Dumaresq, Walcha, Guyra, Uralla, Bellingen, Coffs Harbour and Nambucca. These 
encompass a population of about 138,000 people. Most of this population is focussed on rural 
activities, but with a large minority in Armidale and Coffs Harbour employed in education. 
This east-west corridor traverses an extraordinary, dramatic terrain – from sunburnt country to 
green meadows, from wide-open plains to cavernous gorges, from trickling brooks to 
tumultuous waterfalls, over the majestic heights of the Great Escarpment and down through 
lush river valleys to the Pacific Ocean (Kane, 2007). 
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Figure 11 – Location map, Waterfall Way, NSW Australia. Showing main towns and cities that were involved in the 
sustainable tourism development process explored in this thesis. 
 
Waterfall Way is the name of Route 78, the road that links the Bellinger Hinterland to Armidale, 
administrative capital of the Tablelands. In 1953, the Back to Dorrigo Celebrations booklet published 
the following description of the road up the mountain linking the hinterland to the tablelands, including 
an account of the area that is nowadays known as the Dorrigo National Park. 
The Dorrigo Mountains tower majestically, and as one crosses the river and begins to ascend, 
he cannot but wonder how the seemingly inaccessible heights can be surmounted by car or 
other vehicle. A progress is made, however, the climbing road unfolds the view, and 
admiration in kindled for the fine engineering. This road, though surveyed in 1876, was not 
commenced until 1882, and it is said to have taken several years to construct. Previously, a 
bridle track down the mountain-side served for communication between Dorrigo and 
Bellingen. The scenery during the mountain climb is characterised by a rugged grandeur which 
rivals that of the famous Blue Mountains, and a backward look at several points along the 
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route, will be repaid by vistas of the blue Pacific, the glistening sands, and intervening 
stretches of woodland and farms, which, in their transcending beauty, cannot be excelled in 
any part of the Commonwealth. 
For some distance towards the end of the climb, the traveller has been skirting an area of 
3,000 to 4,000 acres, set apart by the Government. Within this sanctuary for plant and bird 
life, is a wealth of trees, shrubs and climbing plants, representative of the original Dorrigo 
scrub. Unfortunately, the wonderful diversified growth of indigenous timber, etc., with which 
the scrublands were originally clothed, has not been preserved to any appreciable extent, but 
this reserve is of interest and value which will increase as the years go by. As funds permit, the 
trustees of the reserve are making paths through it, and the visitor to Dorrigo would do well to 
devote some time to a ramble in this charming natural park. 
The end of the ascent is reached with unexpected suddenness, a close-up view of the 
Dorrigo being obtained (The Back to Dorrigo Celebrations Committee, 1953). 
 
Figure 12 – View of Newel Falls on the Dorrigo Mountain section of the Waterfall Way road. 
 
The area captures the diversity of the local landscape showcasing long, white deserted beaches, lush 
sub-tropical and cool temperate Gondwana Rainforests, sub-alpine heath and wetlands. Surrounded 
by farmlands and National Parks, the region provides numerous opportunities for eco- and nature-
based activities that can be combined with rich cultural and historical experiences (Chapter 3).  
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The next sections describe the two main areas of the region that comprise this study: The New 
England Tablelands and the Mid-North Coast of New South Wales. The views and perceptions of the 
locals in regards to these places are presented in Chapter 6. 
4.1.1 The New England Tablelands 
[In the New England] a great range of natural, historical and outdoor recreational features is 
present which makes it attractive to tourists. The gorges and falls of the tablelands with their 
invigorating climate, the spectacular scenery of the national parks, the diverse rural industries, 
and mineral wealth of the slopes and plains, and a sense of history coupled with exciting 
modern developments in the towns and cities, all contribute to a varied landscape of immense 
appeal to visitors. (…) Features of historical interest also have a fascination for tourists and 
New England's history could almost be taken as a history of Australia in miniature. Traces 
remain of aboriginal archaeology and of the pioneers, convicts, miners, and bushrangers of 
last century (Pigram & King, 1977, p. 289)  
The division between coast and Tablelands is a sharp topographic one, but it is an equally 
sharp cultural and historic one. Even in Aboriginal times, the coastal and highland tribes were 
distinct, with the open and often bleak savannahs of the Tablelands sparsely populated 
compared to the coast and the inland river valleys of the west. However, the early white 
settlers were graziers, and the dense ‘scrubs’ and ‘brushes’ (that is, closed canopy rain forest)  
of the coast had no interest for them, though there was a penal settlement at Port Macquarie 
from 1820.  Hence the grassy Tablelands were settled by ‘Squatters’ and their sheep long 
before farming was established on the coast, and there is some evidence it was used as a 
‘holding reserve’ for stolen stock long before the official date of settlement in 1832 (Dawson, 
1830, p. 382; Gale & Haworth, 2002) 
The pastures of New England, placed on “the second highest surface in Australia” (Haworth, 2006, p. 
25), rapidly built up the wealth of the grazing fraternity, who consciously reproduced the habits and 
lifestyles of the English landed gentry. The wealth from wool provided the resources for the competitive 
building of great country houses by the most fashionable architects of the 19th century, such as 
Horbury Hunt, who also designed the Gothic revival churches and cathedrals of the district. These 
great houses with their 18th century-style landscaping and gardens are now a major visitor attraction. 
The houses themselves were rapidly concealed in dense woods of deciduous English trees, partly as 
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protection from the weather, but also to hide conspicuous wealth from an increasingly threatening 
democracy. 
From the 1850, a new class of small farmer (‘free selector’) came into the tablelands forming enclaves 
of closer settlement, and founding numerous towns and villages to supplement the near-self sufficient 
‘townships’ of the graziers. When small farming threatened to fail, the government poured in money for 
public works. The result was a magnificent series of public buildings, courthouses, railway stations, 
schools of art and town halls in some of the more imaginative Victorian styles that grace the Northern 
Tablelands. Not to be outdone, the graziers demonstrated their ‘noblesse oblige’ by the charitable 
endowment of fine private schools, libraries and ultimately, from a bequest from the White family in 
1938, the University of New England (originally a University College of Sydney University).  
Meanwhile, sectarian tensions developed between the largely Irish Catholic working class and the 
Presbyterian/ Anglican landed interests, exacerbated by a low-key civil war represented by 
bushranging exploits. The Catholic Church poured in extensive resources for teaching orders in 
Armidale and built impressive religious houses in a bid to counter the Protestant private schools, all 
using the best materials and styles of 19th Century monumental construction.  
Finally, agitation for a new state in the first four decades of the 20th Century united the population, with 
Armidale designated the capital. Lobbying led to the establishment in 1928 of the first Teachers’ 
College outside a state capital. The large neo-classical palace to house this was built atop a hill 
overlooking the town. This then became the repository for the Hinton art collection of early Australian 
landscape painting, one of the finest regional collections. Armidale’s reputation as a centre of 
education and the arts began to pay rich dividends, as, even as the New State movement faltered, the 
town became the unofficial administrative and ecclesiastical centre of a wide area.  
From the 1960s the University expanded, attracting other scientific research centres such as CSIRO 
and NPWS. This initiated a continuous form of mass ‘educational’ tourism, as students, family and 
friends came to University ceremonies, and the distance education schools brought in students from 
all over Australia and the world.  
Finally, the very idea of ‘eco-tourism’ was developed to some extent by the researchers of the UNE, 
combining as they did agricultural and environmental science with the geography of recreation. From 
the Victorian and Edwardian idea of simply absorbing the views of ‘distances that lent enchantment’, 
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the more contemporary ideal of engaging with nature by understanding and even taking part in natural 
processes was backed up by world-leading research showing a growing understanding of the affinity 
between species and the inter-connectedness of the web of life. In a real sense, therefore, the 
scientific culture of the local University helped create the culture of ecological understanding, which 
percolated outwards to create the conditions for eco- and nature- based tourism. Combined with the 
rich historical background, heritage sites and art collections, the area demonstrates strong potential for 
offering integrated cultural and nature-based tourism experiences. 
“The name New England seems to have ‘living significance’, evoking a strong sense of place that “has 
a real existence in the local imagination” (Atkinson, 2006, pp. 11-12). Although recognising the difficulty 
in defining the geographical borders of New England, Atkinson suggests:  
In the north, there is the Queensland border. On the Western slopes the pleasant reaches of 
the Gwydir River throw up some feeble terminological competition. (...) There is no 'New 
England' beyond Moree. To the east, across the escarpment, the name is no use at all. There, 
the coastal rivers, the beaches and the ocean provide a sense of place for which the name is 
totally irrelevant. But within certain boundaries, 'New England' reigns supreme (Atkinson, 2006, 
pp. 11-12). 
In terms of political regions, New England is part of the Northern Region of NSW. Within the New 
England Area, this project specifically worked with the shires of Guyra, Uralla and Walcha, and with the 
Armidale Dumaresq Council.  
A curious anomaly is the town of Dorrigo on the Dorrigo Plateau. Although geographically, at 700m to 
1200m, it is part of the Tableland, culturally it is traditionally a region of small dairy farms more akin to 
the coast, and administratively it is part of the Bellingen Shire Council, which covers coast, hinterland 
and tableland. “Within the Dorrigo district there is an area of about 96,00 acres. The town is 12 miles 
from Bellingen, 86 from Armidale, and 76 from Grafton by the nearest route” (The Back to Dorrigo 
Celebrations Committee, 1953). Due to its political placement, for the purposes of this research 
Dorrigo will be considered as part of the hinterland and coastal area.  
Information acquired from the latest Australian Census Data (Australian Bureau of Statistics, 2006a, 
2006b, 2006c, 2007a, 2007b, 2007d, 2007e)} shows that Walcha, Guyra and Uralla have a very 
different profile from Armidale/Dumaresq. Together, the first three shires have only slightly more than 
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half the population of Armidale/Dumaresq. Most of their population live by farming, with an average 
income of around AUD900 per week, not very far from the NSW median household income of 
AUD1,036 per week, or Sydney, AUD1,154 (Australian Bureau of Statistics, 2007c). The population is 
mostly Australian citizens, married, and divided in religion between Anglican/Protestant and Roman 
Catholic.  Aborigines comprise 7% of the total. 
Armidale, on the other hand, displays a more mixed and diverse profile, mainly because of the 
workforce attracted by its large educational institutions, both Universities and schools private and 
public. This includes a large number of semi-transients (students) including many overseas visitors.  
The religious background is a more characteristically urban one comprising a fairly even balance 
between Anglican/Protestant, Roman Catholic and non-religious, and a larger number of couples in 
non-traditional partnerships. This indicates another interesting characteristic of Armidale: the 
combination of people with conservative values living side by side with those with more relaxed values. 
The effect of education on Armidale’s society also shows in the age distribution, with a larger cohort of 
the young compared with the shires. Despite this, farming activity is still a large section of the Armidale 
economy, and this mix of the rural environment and culture combined with the educational/scientific 
atmosphere makes Armidale a place rich in different cultures and lifestyles. 
To New England (…) many visitors now come for solace, to enjoy a wide variety of leisure 
pursuits in the invigorating atmosphere, and to savour the distinctive and haunting settings of 
the innumerable stories (...) that enfold our identity (Ryan, 2006, p. 1) 
The historic and geographic aspects of the New England are more comprehensively presented in the 
book High Lean Country: Land, People and Memory in New England (Atkinson et al., 2006). 
4.1.2 The Mid-North Coast of NSW 
The mid-north coast was settled later and by less well-resourced and less-educated settlers than the 
tablelands. The dairy industry that grew after the 1880s was labour intensive, and large families were 
needed to man the farms, often sinking into poverty and debt and a degree of deprivation unusual for 
Australia. 
Despite or maybe because of these difficult conditions, a vibrant if folksy culture developed. The rain 
forests inspired Australia’s first, and possibly still best, lyric poet in Henry Kendall, with his evocation of 
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“channels of coolness” in the bell-bird domain. Hillbilly music, later morphing into Country and Western, 
although partly derivative from America, produced in the coastal valleys Australia’s greatest artist of the 
genre, Slim Dusty. The largest cultural tourist attraction in northern New South Wales, the Tamworth 
Country Music Festival, has its roots in these coastal valleys. 
The Aboriginal population remains numerous, but for long was forced into poverty in large government-
sponsored camps, although many of the white small farmers lived lives almost as hard. The Mid-North 
Coast of NSW had dense Aboriginal populations at Contact, due to its fertile river flats and productive 
estuaries and coastline. Oxley, when viewing the area for the first time from the edge of the Great 
Escarpment, saw “smokes everywhere” (Haworth, 2006), in contrast to the sparsely populated 
tablelands.  
The subtropical rainforest that covered most of the area had plentiful rosewood, mahogany and red 
cedar timber (Townsend, 1993, pp. 4,5). The first Europeans in the area were sawyers, with whom the 
Aborigines collaborated to find and fell the timber. According to Townsend (1993), the first European 
settlers did not take land in the Nambucca Valley until the 1860s, more than 30 years after the start of 
timber exploitation. In the Coffs Harbour area, the first settlements were in the 1870s to 1880s, “this 
was late compared with the occupation by whites of adjacent areas of NSW – e.g. New England 
(1832) and the Clarence (1838) and Bellinger River valleys (1840s – 1860s)” (Yeates, 1990, p. 2).  
In the late 1800s, dairy farming was established in the areas cleared of forest. The availability of 
separating machines (that allowed cream to be separated from fresh milk), and the spreading of 
paspalum as a perennial pasture grass, created further incentives to the dairy industry in the area. 
Large, modern butter and cheese factories were built in Coffs Harbour and Bellingen, and coastal 
shipping took the processed products from the river ports to Sydney and overseas, with the industry 
reaching its peak in 1921 (Yeates, 1990). 
From the 1950s, the banana industry gained importance, utilising marginal land on steep slopes that, 
by accelerating erosion, led to the silting of the river mouths and the end of river navigation. Yeates 
(1990) emphasises how significant the bananas have been to the Coffs Harbour economy. Nowadays, 
the area is also known as the “Banana Coast”, and is home of the “Big Banana” – one of the area’s 
most visited tourism attractions and a celebrated example of local kitsch. 
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Tourism was initiated in the Coffs Harbour area around the second half of the 1930s (Yeates, 1990, p. 
251), as one of the few towns where the newly built Sydney-Brisbane railway line touched the sea. 
Elsewhere the railway linked the old head of navigation towns (Kempsey, Bellingen) which were well 
inland, and about to enter a period of long-term decline: 
A drive through the banana lands and rainforest became a pleasant way of showing hospitality 
to visitors. Thus 72 tourists on a one-day visit to Coffs were taken to a hillside plantation to see 
the farming operations, including transport of banana bunches by the overhead wire or “flying 
fox” system… then along “the new scenic road from Korora to Bucca Creek through the 
magnificent Bruxner Park (The Advocate. 26.4.1935).  
Both the dairy and the banana industry survived the Depression years “relatively well” (Yeates, 1990, 
pp. 193, 240), however, the farm-based activities in the area suffered a significant downfall following 
the end of ‘Empire Preference’ with Britain joining Europe. Many of the towns were saved by the 
increase in recreational pursuits from the 1960s with surfer and other alternative sub-cultures leading to 
mainstream  ‘sea-changer’ settlement and suburbanisation, along with a general increase of interest in 
tourism.  
From the 1980s the population underwent massive increase with professionals and retirees from 
Sydney selling their properties and moving to the Mid-North Coast in search of a different lifestyle 
and/or cheaper accommodation. They were mostly concentrated on the coast, rather than the 
hinterland. Traditional farming in mid-river areas continued to decline, until new and innovative crops 
such as Southeast Asian fruits and vegetables began to revive the district.  
In Bellingen, things developed in a different way with an influx of ‘alternatives’ and ‘hippies’ into the town 
around the mid 1970s, reinvigorating the place and creating a rather fashionable atmosphere, in 
contrast to coastal villages like Urunga which remained more homely. Expensive alternative schools 
and ashrams began to locate around Bellingen, and media stars such as Russell Crowe invested in 
real estate. After the formation of the New England wilderness area in the 1980s, large areas of former 
State Forests and even abandoned farmland were designated national parks in the 1990s to create a 
great swathe of recreational walking land from the mountains to the sea.  
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4.2 Tourism in the Waterfall Way 
 Linking New England to the Coast 
 
Travel between the tablelands and the coast was difficult to say the least; nor was there any 
coast road between the Bellinger and the Clarence. Road travellers journeying from Kempsey 
had to go inland via Ebor. In 1875 the only coast road northward from Kempsey passed 
through Nambucca and terminated at Dovedale, a telegraph repeater station on the south 
bank of the Bellinger (Yeates, 1990, p. 2).  
From early settler days, New England graziers had sought easy routes to drive their stock and bring 
wool to coastal ports to the east, with mixed success. Such ‘lines’ were kept secret, and jealously 
guarded, until the railway from Maitland in the south reached the Tablelands in the 1870s and interest 
was lost in coastal routes. Not until the 1920s was a railway built along the coast north from 
Newcastle. Land communication was and remains a problem, as the Dorrigo mountain road to this day 
regularly collapses after heavy rain. The Waterfall Way tourism initiative therefore represents an 
overcoming of a challenge, and a means of bringing two long separated but close regions together 
and making them one. Figure 13 shows a map of the roads in the New England and Mid-North Coast 
of NSW prior to 1875. 
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Figure 13 – Roads in the NE and Mid-North Coast of NSW, prior to 1875 (Yeates, 1990, p. 3). 
 
These regional landscapes have been walked for more than 50,000 years by at least 5 
custodian Aboriginal Peoples and wandered earlier by the giant Wombat (Diprotodon). These 
lands are home to some of Australia’s finest, superfine merino sheep, glorious subtropical 
beaches, a huge variety of bird life, koalas and the threatened yellow-footed rock wallaby 
across a 600km corridor arching from tablelands to the coast. This country is also richly bound 
in stories (O'Loughlin et al., 2003a). 
According to (Ryan, 2006, p. 3) there have been campaigns since the 1970s, “for the creation of 
walking trails across unspoiled areas and giving onto magnificent mountain vistas” in the New England. 
Pigram and King (1977) suggest that the region has a strong tourism potential by combining its natural 
and cultural landscapes. 
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Coffs Coast, on the other hand, has its tourism movements mainly around the beach holiday 
destination concept, offering “a range of attractions, from adventure sports and world-class golf 
courses to art galleries and alfresco cafés” (Tourism New South Wales, 2007). 
In 1977, Pigram and King stated that:  
The success of a region for tourism depends not only on the natural and well known 
attractions it has to offer. Promoters have to be alert also to the potential for manipulation of an 
apparently passive everyday landscape for visitor appeal. The mundane can be made exciting 
with a little imagination and effort, and the growing number of vacation farms bringing tourists 
in contact with rural life in the region bears this out (Pigram & King, 1977, p. 291). 
Tourism in the region between New England and the Mid North Coast of NSW has been generally 
characterised by scattered, non-linked activities, based mainly on the local domestic visitor market with 
only a small portion of visitors from overseas. The Waterfall Way corridor, however, due to its rich 
cultural and environmental aspects and diverse landscapes, has potential to become another 
significant destination in Australian tourism (O'Loughlin et al., 2003a). The mix of nature and culture is a 
powerful combination to be offered to international tourists and is one of the focuses of Brand Australia 
in its communication to the world.  
More than 60 per cent of international visitors seek out cultural attractions such as museums, 
art galleries, and theatres, as well places that are of heritage value. (…) Nature-based tourism 
and ecotourism are key components of Australian tourism and prime attractors of overseas 
visitors. Over 40 per cent of all international visitors and 12 per cent of Australians, who 
travelled overnight domestically, visited national parks or participated in bushwalking. The 
segment is critical for regional Australia, drawing visitors out of the big cities (Tourism Australia, 
2007). 
Additionally, the Waterfall Way region has the potential to offer the visitors a wide range of experiences 
to choose from, and, according to Pigram and King (1977, p. 291), “choice is important as tourists 
seek an ever greater number and variety of activities to engage their attention”. 
A great volume of traffic passes along the highways through the region. It is in the interests of 
tourist enterprises to slow down this movement and to encourage these people to diverge 
from the major routeways and stay a while (Pigram & King, 1977 p. 291).  
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Shaw and Williams (2004) talk about scapes and how they contribute to connect and enrich some 
areas with transport and facilities that can be used for tourism. The Waterfall Way road is one point of 
connection between the places in the area. If well coordinated and supported by stakeholders, the 
establishment of a network of sustainable tourism activity can help better distribute the tourism 
channels and visitors across the region.  
4.2.1 The Track Network project 
The story told here about the ecotourism initiatives on the Waterfall Way is based on the Concept Plan 
and Feasibility Study (O'Loughlin, van der Lee, & Gill, 2003b, O'Loughlin, 2003 #12) unless otherwise 
specified. 
In 2002 the New England Ecotourism Society (NEES) canvassed the idea of building a walking track 
along the Waterfall Way, starting somewhere near Walcha and finishing at Coffs Harbour.  This was 
seen as one way of unleashing the regional tourism potential through facilitating discussion over a 
vision for the Waterfall Way as a destination. A series of awareness-raising public exhibitions were then 
held; from them, significant local support for the proposed Waterfall Way Walking Track was 
expressed. It was then decided that a Concept Plan was needed in order facilitate a shared vision 
across the communities and stakeholder groups about the nature of the track. At that moment, it was 
also agreed that a Feasibility Study should be developed based upon whichever concept would be 
outlined by the community and stakeholders. 
The NEES and the Centre for Ecological Economics and Water Policy Research at the University of 
New England (CEEWPR/UNE) initiated the work on the Concept Plan and Feasibility Study for the 
Waterfall Way long distance walking track.  
The Concept Plan identified stakeholders, initiated partnership and sourced support with the local 
Councils and Official Tourism Agencies. It organised the first community and stakeholder workshops in 
various places along the region, initiating dialogue around one open question:  “What sort of track”? 
The shared themes that emerged from these dialogues were synthesised by the working team to 
compose a new concept for the Waterfall Way Walking Track, as being: 
An evolving network of diverse walking tracks and experiences along an east-west corridor 
offering recreational opportunities and is both a platform and brand identity for marketing 
regional experiences and various nature based, ecotourism, cultural, and adventure products  
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Later, the CEEWPR research team worked on and published a discussion report on the Feasibility of 
this new concept of a “network of walking tracks and experiences”. This report, prepared for the NEES, 
focused on answering questions related to the viability of the social enterprise envisaged by the 
community and stakeholder groups during the conceptualisation phase, and what would be needed to 
start it. 
After researching the markets and potential consumers, and also based on stakeholders interviews, the 
CEEWPR research team suggested that the Waterfall Way Tracks Network tourism initiative could 
better attend to the expectations of the markets if it encompassed not only a network of walking tracks, 
but a range of different eco- and nature-based activities and experiences available around the region. 
One of the advantages of diversifying experiences and activities is that the possible social and 
environmental impacts of tourism can be distributed and more effectively managed. 
The Feasibility Study advocated the need for support of the already emergent social initiatives and 
proposed strategies for providing this support and for managing the social enterprise. These strategies 
included developing a sustainable business model, creating a brand identity for the area as a 
destination, and refining the concepts of and establishing governance structures to pursue the goals of 
the sustainable business model and to manage the regional destination brand. 
One of the major aims of the Waterfall Track network is to support a cross-regional, 
sustainable business network of ecotourism operators, accommodation and transport/service 
providers. Outcomes will include new enterprises, jobs and new regional income streams. 
However, in order for the Waterfall Track network to be managed in a way that is consistent 
with its underlying philosophies and conservation ethos, these regional enterprises will need to 
operate and comply with the sustainable guidelines that will need to be developed under the 
Waterfall Track brand. These guidelines should be designed to protect the unique cross-
regional habitats and cultural landscapes it traverses. 
The CEEWPR research team identified NEES as the main catalyser for following the strategies 
proposed in the Feasibility Study, and suggested that NEES should be the agency responsible for 
identifying the needs, organising and supporting the self-emergent initiatives of the Waterfall Way. 
Three very important recommendations are outlined in the Feasibility Study: (i) developing sustainability 
indicators, systems to monitor and support the management of the network in relation to the impacts of 
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increased visitation particularly on ecosystems and the community’s sense of place; (ii) understanding 
that the results from launching and promoting an eco- and nature-based tourism destination will not 
and are not supposed to be immediate; and (iii) realising that “insufficient support and funding from 
stakeholders, agencies and communities will result in a stunted, scrappy Waterfall Track network that 
will fail to live up to its potential”. 
One of the main outcomes of the Concept Plan and Feasibility Study collaborative effort was the shift 
from the idea of having one single walking track as the main tourism attractor for the region to 
establishing a network of eco- and nature-based tourism experiences involving a broad range of 
locations and different types of businesses. 
The Waterfall Way drive has been rated in the top three scenic drives in Australia. The object 
of the Waterfall Way Network is to raise awareness of the equally enjoyable nature, ecotourism 
and indigenous tourism experiences easily accessible along this corridor (Kane, 2007) 
The proposed model based on multiple experiences, instead of being focused on one main activity, is 
more flexible and diverse, thus allowing for more sustainable pathways into the tourism activities. 
The collaborative envisioning process 
Through undertaking the concept plan and feasibility study in 2002-2003, the NEES and the 
CEEWPR/UNE team field-tested a collaborative planning/design process. “The deliberate process of 
community engagement sought to catalyse a regional stakeholder partnership group that could 
subsequently co-manage the initiative if it proved feasible and could justify regional investment” 
(O'Loughlin et al., 2006). 
A new, shared vision emerged from a collective assessment of local knowledge and expert agency 
views. This vision anticipated the construction of a network of eco- and nature-based tourism 
experiences focused on place sustainability and development that is in line with local environments, 
culture and ways of living. 
The development of the Concept Plan and Feasibility Study initiated a process of conveying multiple 
stakeholders across the region into unifying efforts towards the shared tourism-related vision. Through 
these interactions, a collaboration environment started to emerge in place of the usual competition 
between sectors and places along the area. 
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During this initial phase, local workshops were facilitated in several places across the region, where 
stakeholders were encouraged to express their ideas in relation to what type of tourism activity they 
would be willing to welcome at their places. The essence of these conversations was captured in 
concept maps that were later translated into documents and sent back to each participant community.  
The collaborative nature of this initial process was crucial to promoting understanding among the 
stakeholders, as well as to developing a vision that incorporated different perspectives and can hence 
inform a more feasible decision in relation to tourism activity in the region. 
Steps forward 
One of the findings and strategic recommendation from the feasibility study was the need to unearth 
one unifying identity for the region and to create a branding system to communicate this identity. This 
would then help position the studied area in the tourism market. According to Pigram and King (1977, 
p. 293), “A most important aspect of tourism is the 'image' of the travel situation perceived by the visitor 
or the potential tourist. (…) Tourists' perceptions are more often derived from a variety of external 
sources and influences. This is where advertising, publicity, and personal advice are fundamental.” 
Morgan et al. (2002) reinforce this idea stating that “branding is perhaps the most powerful marketing 
weapon available to contemporary destination marketers confronted by increasing product parity, 
substitutability and competition”. 
The Feasibility Study says: 
A regionally co-ordinated approach needs to be taken to align the promotion and marketing of 
the network and to foster a diverse set of experiences and integrated quality packages. An 
agreed brand identity for the network that incorporates its natural and regional attractors, 
needs to be decided on (O'Loughlin et al., 2003a).  
The study also recommended that marketing and promotion for the area should be “in line with the 
capability to maintain and sustainably manage the network as an integrated socio-cultural, economic 
and environmental system” (O'Loughlin et al., 2003a). 
These recommendations were the main motivations for the development of a collaborative 
methodology for designing a brand for the area between the tablelands and the coast as a tourism 
destination, which is the case study explored by this thesis. 
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4.2.2 AusIndustry – Australian Tourism Development Program Grant 
After the publication of the Feasibility Study, the NEES looked for means to start implementing the 
strategic options and recommendations presented in the report. In 2005, the Society was successful 
in an application for an Australian Tourism Development Program funding, through AusIndustry. 
AusIndustry is the Australian Government's business program delivery division in the 
Department of Innovation, Industry, Science and Research. AusIndustry delivers a range of 
more than 30 programs – including innovation grants, tax and duty concessions, small 
business skills development, industry support and venture capital – worth about $2 billion to 
more than 10,000 businesses and 60,000 individuals every year (AusIndustry, 2007a). 
AusIndustry’s Australian Tourism Development Program (ATDP) grants aim is to assist in the 
development of tourism experiences across Australia, increasing the country’s competitiveness as a 
world tourism destination. AusIndustry ATDP supports initiatives that may promote tourism in regional 
and rural areas and contribute to long-term economic growth through increasing visitation numbers, 
visitor dispersal and tourism expenditure (AusIndustry, 2007b). 
The “New England to Coffs Coast Cross Regional Sustainable Tourism Strategy” project, as it is 
officially called, was granted AUD$485,000, through NEES, on Category 2: Integrated Tourism 
Development Projects of the ATDP 2nd Round in 2005. 
Category 2 projects “must be large-scale, multifaceted activities that involve a number of regions 
collaborating” (AusIndustry, 2005). According to the ATDP Category 2 customer guide, projects under 
this category could include: provision of tourism support infrastructure (including themed regional entry 
signs, standard road signs, interpretive facilities, and rest-stop amenities); regional and interregional 
planning and management processes; product and/or market development specifically aimed at 
facilitating the development of niche sectors; re-branding (or refreshing the existing brand) of the 
regions to better market and promote those regions to the domestic or international tourism market. 
The original aims of the New England to Coffs Coast Cross Regional Sustainable Tourism Strategy 
were to develop a sustainable business model for the regional network of eco- and nature-based 
experiences, marketing strategies that were in line with this business model, a destination brand and 
promotional material to execute and communicate these strategies, and to initiate the research on 
sustainability indicators for the tourism activity in the area, as suggested on the Feasibility Study. 
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These aims and the collaborative nature of the project seemed to fit perfectly into the ATDP Category 2 
eligibility criteria. The funding body, however, after assigning the grant to the Project requested some 
modifications in the scope of the activities to be undertaken by the Project Team. 
AusIndustry argued that a sustainable business model and sustainability indicators for the tourism 
initiative in the region were not to be developed through this Category of the funding, and therefore 
these activities should be dropped from the scope of the project. On the other hand, AusIndustry 
demanded that there should be a stronger focus on market research, and on the development of a 
regional brand, promotional material and strategies. As a consequence of this negotiation, the project 
was re-designed to accommodate two major components: a “market research” component and 
“regional brand development” component. 
Although it may seem simple, these demands from AusIndustry had a significant impact on the project 
as a whole. Shifting the focus from the establishment of a strong sustainable business model and 
impact indicators to producing mainly promotional material brings the Project a long way away from its 
original aims and from the recommendations and warnings published in the Feasibility Study. 
In order to regain the balance between the need for a sustainable business model and the 
development of a destination brand, the team decided to add to the “regional brand development” 
component an item to identify brand principles. These would revalidate a previous study on “regional 
principles and protocols”, and incorporate them into the brand strategies. As a consequence, items 
that could have been covered by a sustainable business model would be embedded in the brand 
itself, through its governance strategies and guiding principles. 
The next section presents the details and methods used through the regional brand development 
component, the reasons why such methods were chosen, and how each phase and its participants 
were integrated with each other.  Figure 14 shows each sub-component of the Regional Brand 
Development, detailing how they were organised as well as their aims and roles in the 
conceptualisation of the brand.  
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Figure 14 – Collaborative Brand Development Process and Outcomes 
 
The next chapter describes in detail the methods and techniques used in each of this phases to 
develop the regional destination brand. Chapter 6 presents the results and findings obtained through 
the process. 
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Summary 
This chapter described the Waterfall Way area in New South Wales, Australia, in terms of its 
geographic and historic features, revealing the regional potential for cultural and nature-based tourism 
activities. 
Tourism activity has been investigated and stimulated in the region for a long time. It has been 
characterized by being discreet and scattered along the area. This chapter recounted the initiative to 
stimulate tourism activity for the region as a whole, which started in 2003 and originated the destination 
branding case study explored by this thesis.
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Chapter 5   
Methods: 
Collaboratively 
Branding the 
Waterfall Way  
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“We say we  ‘conduct’ a conversation, but the more genuine a conversation 
is, the less its conduct lies within the will of either partner (...) No one knows 
in advance what will come out of a conversation (...)  A conversation has a 
spirit of its own. 
(Gadamer, 2004, p. 385) 
 
Chapter Overview 
The aim of this chapter is to present the methods that were used to build a shared regional identity and 
destination brand concept for the Waterfall Way.  
The first sections in this chapter (sections 5.1 and 5.2) give an account of destination branding in 
general and describe the collaborative approach that was used in the Waterfall Way project, in relation 
to the theory outlined in Chapters 2 and 3. Section 5.3 describes the collaborative branding process in 
detail. 
The findings and results of this collaborative branding process are presented in Chapter 6. A 
discussion of the outcomes of the application of such a methodology in the designing of destination 
brands, as well as its impacts on the management of the brand and governance strategies for the 
regional sustainable tourism network are presented in Chapter 7. 
The case study described in this chapter facilitates a critical review of the potential and practical 
applicability of the methodological processes utilised in this research.  
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   99 
5.1 Destination Branding 
The methods used to brand a destination differ critically from the methods used to brand other 
products. First, as described by Morgan et al. (2002) “it is not one single product at all, but a 
composite of products consisting of a bundle of different components”. Besides, when branding a 
place, it is important to consider the social structures that comprise the realities of that place. 
What Morgan et al. (2002) describe as the challenges of branding places (multiple stakeholders, little 
management control and destinations being normally under-developed identities) can, in fact, be seen 
as points of great advantage when understanding places/destinations as self-organising dynamic 
systems (Chapters 2 and 3).  
Therefore, approaching the brand development process as a collaborative effort can be seen as a way 
to transform those challenges into opportunities. This can be done by facilitating dialogue between the 
multiple diverse stakeholders, enabling self-organising management capabilities to emerge from a 
loosely controlled management environment, and catalysing a latent regional identity. 
"Tourism literature shows consistency in considering the process of branding a destination as a 
collaborative effort" (Marzano, 2006). For Marzano, collaboration involves the creation of a shared 
image of the destination through an inclusive process. 
“The first stage in the process of positioning or repositioning any destination brand is to establish the 
core values of the destination, its stakeholders and brand. These should be durable, relevant, 
communicable and hold saliency for potential tourists” (Morgan et al., 2002).  
This is the main objective of the Brand Concept phase – to facilitate the surfacing of these shared 
values in the Waterfall Way area, values that could help create a single regional identity and that will 
allow these places to call themselves a region according to the concepts of place and region 
presented in Chapter 2. 
Through creating a brand for a region, decisions are made in relation to the sensorial and symbolic 
elements that will bring the visitors' focus to the region, attract and "educate" this focus, and build the 
images and the perceptions that will prompt a possible visit to the Waterfall Way. 
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Morgan et al. (2002), argue that the fact that destinations and the experiences offered are becoming 
so similar to each other reinforces "the need for destinations to create a unique identity – to find a niche 
and differentiate themselves". On the other hand, “seeing is believing and it could be counter-
productive to stimulate expectations too much if disappointment ensues when the attractions 
subsequently do not measure up” (Pigram & King, 1977, p. 293).  
Therefore, designing an image/brand for a region requires more than knowledge and information 
regarding niche markets and potential visitors’ ideas of a satisfying holiday. It also requires knowledge 
of the destination itself, its attractions and sensibilities, its peoples’ hopes and expectations in relation 
to tourism activity and to the visitors that holiday in the region. It is about shifting the focus of the brand 
development from an external perspective to an internal perspective. 
Aaker (1996) sees the external perspective of developing brands as one of the brand identity “traps”. 
He believes that brand identities do not have the exclusive role of making consumers buy products. 
Instead, he claims that brands should be seen as symbols that communicate a unique set of 
associations that represent what the product, place or company stands for, and that also convey a 
promise. De Chernatony (2001) reinforces this argument by stating that in branding companies and 
products staff involvement will contribute to enhance the brand values towards its customers and the 
competing brands. In the case of destination branding, the role of the staff can be transferred to local 
hosts and stakeholders of the tourism initiative. “Tourism requires image making and branding 
grounded in the place's reality” (Kotler & Gertner, 2002). 
Packaging culture in a manner that will appeal to growing numbers eager to consume both its 
physical and lived manifestations now begins well away from original cultural sites. Cultures are 
selectively dissembled and reduced to two dimensional word and image combinations within 
brochures. The brochure is probably the most conspicuous element of the commodification 
process and recognised as vital in communication the tourism product across geographical 
and cultural distances. (...) [It] is able to reduce distinctive and unique cultures to superficial 
and readily substitutable narratives (Robinson, 1999 p. 11). 
Meppem and Gill (1998) claim that for a process to be effective in relation to initiating sustainable 
development "it is essential that decisions be made by those who will bear the main consequences. 
This will ensure proper scrutiny of the processes involved and will promote the greatest holistic 
appreciation of the possible consequences". Local people are the ones that will “bear the 
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consequences” of the promotion of their places for tourism. Hence the need, especially when branding 
destinations, to turn view to the internal perspective of the place in question as well as considering the 
behaviour of the external markets. 
Searle (2005) defines symbols as devices that by convention (or collective agreement) mean, 
represent, or symbolise something beyond themselves in a way that is recognisable by the public. 
Brands are one of these symbolic devices that construct social realities and institutions, through 
representing organizations’ values, ideas and identities. 
Therefore, the destination branding process can be understood as the search for a symbol (or 
symbols) that will represent what a place is, its values and promise, in terms of tourism experiences. 
Creating a symbol involves a lot more than creating a logo and a slogan. A symbol implies meaning 
and, as suggested above, symbols are part of what our social realities are built upon (Searle, 2005). 
On top-down, expert driven destination branding exercises, the “destination marketers” (Morgan et al., 
2002) are the ones who drive and reconcile the conceptualisation of the brand and the creation of the 
strategies that will bring it alive, and the main source of information is normally the consumer market 
rather than the region itself.  
Place identity is something that people create together through talk: a social construction that 
allows them to make sense of their connectivity to place and to guide their actions and 
projects accordingly. (…) It is through language that places themselves are imaginatively 
constituted in ways that carry implications for `who we are’ (or `who we can claim to be’) (Dixon 
& Durrheim, 2000) 
Thus it is vital to take an internal perspective on branding destinations. This means facilitating the 
involvement of local people in the process of discovery (or re-discovery) and defining their shared place 
identity, as well as deducing a symbol to represent it. Morgan et al.(2003) reinforce this idea by saying 
that it is significant that the envisioning process is publicly driven and based on stakeholder values and 
agreement, "rather than through a more private expert driven process based solely on market forces". 
Locals are the only ones who can genuinely answer the questions that naturally arise from the process: 
“What does this place mean?”; “What is the reality of this place as a tourism destination?”; and “What 
parts of it are to be communicated to the public?”. Without commitment from tourism industry partners, 
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it is not possible to deliver a consistent brand that will foster shared and sustainable tourism activity 
(Gill, 2005; Morgan et al., 2003; Pigram & Wahab, 1997).  
Having this in mind the CEEWPR brand development team decided to undertake brand research that 
was not only focused on the consumer market or on the regional image that would be communicated, 
but that had its main focus on revealing the identity of the places along the Waterfall Way region and its 
peoples. This identity would then be represented by the brand and help create a public image for the 
area. This image, in line with the place’s identity, may reduce the risk of tourists being disappointed and 
of the local hosts being invaded by visitors that have no relation to or respect for their valued places.  
In order to undertake such a process, a collaborative conversational process was chosen. This 
process was based on collective dialogues among the communities as well as one-to-one 
conversations in order to capture more detailed perspectives of each place. The conversations were 
registered in concept maps which were shared and re-interpreted by the group of participants 
throughout the process. 
5.1.1 Dialogue and collaboration 
Collins English Dictionary defines collaboration as the action of “work[ing] with another or others on a 
joint project” (McLeod & Hanks, 1984, p. 217). The first step to foster joint production or creation of 
something new is to have people talking and listening to each other with respect and with the will to 
contribute. 
Conversation is a process of coming to an understanding. Thus it belongs to every true 
conversation that each person opens himself (sic) to the other, truly accepts his point of view 
as valid and transposes himself into the other to such an extent that he understands not the 
particular individual, but what he says (Gadamer, 2004, p. 387). 
During a conversation community issues are discussed via informal dialogues with the specific 
objective of collective learning from whatever emerges during these dialogues (Spence et al., 
2007). 
Fostering dialogue in a group with diverse backgrounds in a way that enables the participants to have a 
genuine conversation, and everyone has the opportunity to talk and to be listened to at the same level, 
is not an easy task. Another interesting aspect of this kind of conversational process is that 
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conversations do not follow a specific agenda, so that there exists opportunity for creativity, and for 
new innovative ideas to come through.  
Thus, the role of the facilitator of these dialogues is crucial to the success of the process. There should 
be triggering conversations, but no rigid control of its direction. There should be opportunity for 
everyone to talk and be listened to, but with enough freedom to allow the group itself to regulate this. 
Facilitators of collaborative processes should also be able to register the conversations in such a way 
that the flow of ideas is not lost. 
5.1.2 Concept Maps 
Perez (2006) explores the need for a mediating object to facilitate the understanding between 
stakeholders and experts working together in a collective design process, and to represent the 
information elicited from the process. 
Concept maps were used to document the conversations and workshops during the branding of the 
Waterfall Way. In this project no specific rules were used to create these maps; however, they were 
designed according to a phenomenological approach, which takes into consideration the impressions 
and ideas of consciousness expressed at the moment of the conversation or phenomena.  
This impressionist point of view is focused on the perspectives of the people present at the time of the 
conversations and workshops, and on the interpretation of the interviewer/facilitator. The use of 
concept conversational maps and phenomenon-graphics can help visually synthesise the essence of 
the conversations. 
During the Waterfall Way project, three kinds of conversational concept maps were used. The first one 
was used during the one-to-one interviews, with the conversation registered by the interviewer without 
direct interference from the interviewee in the design of the map. The second type of map used during 
workshops was developed with the participants, where they helped design the map itself, creating, 
replacing, changing and linking information during the conversation and the construction of the map. 
The third kind of map was the interpretation map, where the original conversation maps were 
interpreted by the interviewee and/or the researcher/facilitator, who would extract key themes, combine 
ideas and generate a conflated map which was then sent back to the community for feedback and 
later used to inform the decision-making process. Conflated maps are a synthesis of the original maps. 
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These maps are context dependent and fit different purposes at different moments. The important 
aspect to be considered is the openness of the process – the participants know what is happening 
and what they are supposed to do, and have both access and a chance to provide feedback and get 
involved in constructing the maps and review interpretations. 
The concept maps reflect the thoughts, ideas and opinions of people at the time of the workshops and 
conversations. 
Drawing a conversational map is one of the ways to represent and capture what has been 
said during a conversation. The ideas that arise, are registered and do not get lost, without as 
well losing the spontaneity, creativity and emergence aspects inherent to a genuine 
conversation process (Spence et al., 2007).  
Gadamer (2004, p. 390) claims that “all understanding is interpretation”, therefore, it can be said that 
concept maps are an important tool to foster understanding around issues discussed in groups, as 
they represent the different interpretations, from the group as a whole, or from the 
facilitator/designer/researcher in relation to the collaborative effort. Additionally, all maps are open for 
interpretation at the time they are being developed, as well as later on when they are used as a 
decision-making/design tool.  
This dynamic nature of concept maps, as well as their openness to interpretation is in line with the 
complex systems perspective, allowing for multiple interpretations over the course of time that will 
adapt according to the changes in the system itself. Furthermore, representing ideas through concept 
maps allows for patterns of behaviour and interpretation to be visually perceived and represented. 
5.1.3 Destination Branding and Place Identity 
Another important aspect that influenced the choice of a collaborative process for branding the 
Waterfall Way is the fact that a brand does not create a symbol and image only for outsiders, 
consumers and potential customers. It also affects and creates images for local people in the places 
being branded. “If successful, [destination branding] does not only have an impact on how the rest of 
the world regards a place but also on a destination view of itself” (Morgan et al., 2002). This has a 
significant impact on the sense of place and should be taken into consideration when branding a place 
as a destination. Therefore, involving local people, stakeholders and communities in the brand 
development process enables them to understand their places and be part of this re-shaping of 
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identity. It contributes to the revealing of an identity that corresponds more closely with local 
characteristics, values and principles. 
Branding a destination is more than simply creating an image for a product. It involves a process of 
creating meaning for the place/places being branded; meaning that will impinge on the place not only 
through the new tourist activity that it may bring, but also on the way local people see themselves and 
their places. Discussions on the social construction of meaning can be found in Chapter 2, and further 
in Chapter 7. 
“Qualitative research attempts to delve into the feelings, attitudes, beliefs, motivations, perceptions and 
satisfaction levels of the visitor; to provide some insight into the real workings of the customers' 
collective minds” (Pigram & King, 1977, p. 295). According to Shaw (2004, p. 3) the tourism scapes 
are "infested with the tourist imagination”. She talks about romanticized scapes, "where images and 
imaginations reinforce the attraction of travel and tourism".  
Creating a brand concept for a destination means building the structures that will support the images 
about the region that will be generated in the minds of the tourist and in the imagination of local people. 
This stresses the importance of the brand concept design being a shared process, in line with local 
values and ways of living. The “romanticized scapes”, then, become as close as possible to the reality, 
minimizing the possibility of disappointment for the tourist, and of negative impacts over the place 
visited. 
Brand winners emerge at those places that are rich in emotional meaning, have great conversation 
value and hold high anticipation for potential tourists (Morgan et al., 2002, 2003). Pigram and Wahab 
(1997), Gill (2005) and Morgan et al.(2003), argue that without commitment from tourism industry 
partners, it is not possible to deliver a consistent brand that will foster shared and sustainable tourism 
activity. Besides, sustainable development is not likely to happen without a strong sense of 
place/regional identity. It is necessary to understand how the system is organised in order to be able to 
find pathways that will make more sustainable patterns emerge from within. 
Additionally, the collective design of a brand can become a tool to identify the place system’s actors 
and patterns in relation to its identity, as well as to initiate self-organising activity among the 
participants. The search for an aesthetic symbol to represent a place can be a good motivation to 
initiate discussions around the nature of the place and its people’s visions for its future. 
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The following sections describe the process used to engage local stakeholders in conversations about 
their places in order to initiate the creation of regional tourism destination brand. It was the aim of this 
process to also catalyse a new, shared identity for the places and its communities in relation to 
sustainable development based on regional tourism. The methods described in this chapter are 
informed by the understanding of places as complex adaptive systems (Chapter 2), and presents the 
collaborative branding process of the Waterfall Way as a sustainable tourism destination (Chapter 3). 
Chapter 6 presents the results and findings of the process described here, which are discussed later 
in Chapter 7. 
5.2 Branding the Waterfall Way –the process 
Following the protocols used in the Waterfall Track Network Concept and Feasibility Study (O'Loughlin 
et al., 2003a, 2003b), a collaborative process was used to identify the concepts of the regional brand 
and strategies.  
“Collaborative work is embedded in a series of reinforcing processes associated with learning about 
one’s own and another’s role, needs, constraints and objectives in the project work.” (Black et al., 
2002). This kind of collective process promotes regional ownership of the marketing decisions, 
acknowledges the differences that exist in the region, and allows for the emergence of new ideas and 
collective creativity.  
The process of collectively designing a concept for the promotion of a place may generate a 
brand/logo/imagery that is agreed on and shared by the community, that they can be proud of 
(especially of having participated in creating it), and that can, ultimately, be more aligned to the shared 
inherent identity of the region.  
The collaborative brand development process for the Waterfall Way involved group and one-to-one 
interviews with stakeholders and self-selected community members, in order to capture their 
perceptions of their places and which symbols, stories, facts, colours and words they would use to 
describe the region to a visitor.  
Each phase of the process – from the brand concept development to the final graphic design and 
implementation strategies – had very high involvement of community members and stakeholders. 
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Figure 15 depicts the collaborative brand process and the expected outcomes. The outcomes of each 
phase informed the work to be undertaken in the following phases. The next sections describe the 
process undertaken in each of the phases. 
 
Figure 15 – Collaborative brand development process, according to AusIndustry’s milestones 
(Taboada & O'Loughlin, 2007) 
 
5.2.1 Regional Brand Conceptual Study 
The regional brand concept Study was initiated in October 2006. This part of the study involved 
community members and stakeholders in a conversational process (about their perceptions of their 
places); the ultimate objective being the construction of a shared regional identity /image concept. In 
other words, people worked together to find an aesthetic concept that represented their region for 
potential visitors. It was organised in three main phases:  
Phase 1 – conversations and interviews with locals about the identity of each place;  
Phase 2 – a workshop with people from various places in the region to: (a) synthesise the regional 
identity and reach a conclusion on the image to be produced for attracting the desired markets and (b) 
review and define brand management arrangements; and 
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Phase 3 – the compilation of all information gathered in the process and development of a brand 
concept report synthesising the shared regional identity and brand themes. 
Phase 1: Local Conversations 
The main objective of the local conversations was to engage with stakeholders and community 
members to understand local perceptions of each place throughout the region, the relationship 
between each of these places and its role in the region as a whole. 
The work in Phase 1 consisted of inviting local community members and other stakeholders to 
participate in the brand project, contacting and holding local conversations about place identity and the 
regional brand concept, elaborating conversational concept maps and place identity reports for each 
location surveyed (Appendix 2), identifying local representatives to participate in the Brand Concept 
Workshop (Appendix 3)45, and producing a final, conflated, regional identity report (Appendix 4). This 
consisted of a combined concept map of the brand concept main themes, a report on the key regional 
identity themes and possible points of difference, and all the local concept identity maps and identity 
reports. 
Invitations to participate in the brand development process were made during the market research 
workshops in October and November 2006. The workshops took place in seven towns across the 
region and were open to any member of the community. These initial workshops were open to the 
public and the announcements were made by the project management group, through public means 
of communication such as local and regional newspapers (Figure 16), and through direct 
telephone/email invitation to some members of the community.  
The objective of these meetings, apart from re-engaging community and stakeholders in the new 
phase of the project after receiving the AusIndustry grant, was to introduce the goals of this new phase 
of the project and to open up conversations about what kind of potential market (products, promotion, 
price and consumer) the locals could envision for the region. Although this seemed like a repetition of 
what was carried out during the Concept Plan and Feasibility Study (O'Loughlin et al., 2003a, 2003b) it 
was, rather, a reinforcement of the initial findings from the 2003 exercise, and a good way of re-
engaging community and stakeholders with the process after more than three years of apparent 
inactivity. The program and results from these market research workshops can be found in Appendix 1. 
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These workshops were organised and facilitated by the Project Manager and the Marketing Research 
Team, composed of Kim Hastings and Laurie Kane. This team was also involved in the collection and 
interpretation of data that came out of these discussions, which later were used by the researcher to 
compose the local identity reports. The role of the researcher in this workshop was limited to mapping 
the discussions – using conversational concept maps – and inviting the attendees to join in the brand 
development process. At the end of each workshop, the Brand Development process was presented 
and all attendees were invited to sign up to a list expressing their interest in being contacted again in 
regard to participating in the creation of the Brand Concept. 
 
Figure 16 – Newspaper article inviting the community from Northern Tablelands to participate in the collaborative 
process (Henderson, 2006) 
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All of the people who signed their names on the list were then contacted and invited to take part in a 
conversation about their place. Fifty-nine people were interviewed in seven different localities in 
between the New England and Coffs Coast over five months, as listed in Table 2
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Table 2. 
These encounters consisted of informal one-to-one conversations at a place chosen by the host; in 
most cases the interviews were conducted in their homes or a preferred local café.  
All conversations started around one open question: ‘What is special about your place?’ Through 
asking an open question, it was possible to initiate a conversation that was open-ended and to which 
no previous result had been foreseen. According to Gadamer (2004, p. 385) “the more genuine a 
conversation is, the less its conduct lies within the will of either partner. (…) No one knows in advance 
what will ‘come out’ of a conversation. (…) A conversation has a spirit of its own.” The aim at this stage 
of the research was to create as open an environment as possible in order to allow for novelty and the 
unexpected to emerge. 
It must be noted, unfortunately, that it was not possible in this research to create perfectly genuine 
conversations according to Gadamer’s definition (Gadamer, 2004, p. 385). The fact that the 
conversation was previously arranged already created in the hosts an expectation that I would be the 
protagonist, and initiation was automatically expected. If I did not ask an initial question – apart from the 
“ice-breaking” chat – the host would automatically ask me “So, what do you want to know?” 
Through asking one open question that was broad and set the scene for the conversation, the host’s 
expectations were satisfied, anxiety was restrained and the intention of an open-ended conversation 
was still tacitly fulfilled. At the same time, a starting point and broad direction were given. This direction 
however, was taken up by the interviewee at their will, and none of them was forced back into any 
theme.  
The question about what was special about their places made most interviewees at ease to reveal 
what, for them, are precious characteristics of their places, what makes them feel like home and would 
be valuable and attractive to visitors. These characteristics enabled key local identity themes to 
emerge, which when combined defined the essence of each place.  
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Table 2 – List of stakeholders and community members interviewed  
for the regional brand concept Development 
Location People Conversation Date 
Walcha Jillian Oppenheimer & Bruce Mitchell, Ohio Estate 
Charlie Winter, Walcha Visitor Information Centre 
Reinhold & Liana Zielke, Winterbourne State  
Elysabeth Elda, Anglea House  
Burgh & Sue Blomfield,  Cheyenne Retreat 
Ron Green, Aboriginal Land Council 
Brad & Tony, Walcha Royal Cafe  
Katrina Bloomfield, Karori 
16 Jan 2007 
16 Jan 2007 
17 Jan 2007 
17 Jan 2007 
17 Jan 2007 
18 Jan 2007 
30 Jan 2007 
30 Jan 2007 
Dorrigo  
(incl. Thora) 
Dina Luciani 
Desmae Harrison, local community member 
Barbara Webster, NPWS 
Helen Clark, Visiting Information Centre 
Kenton Shaw, Misty’s Restaurant 
Ruth & Rob Holmes, land owners 
Di & Paul McDonald, Tallawalla Retreat 
Helen Shapland, Wyldefel Gardens & VIC 
Lesley Green, bushwalker – Thora 
Lea McLoughlan & Denise Pugh, Lombok Café – Thora 
Rosemary Yates, Mt Hyland Wilderness Retreat 
31 Jan 2007 
31 Jan 2007 
31 Jan 2007 
31 Jan 2007 
01 Feb 2007 
01 Feb 2007 
01 Feb 2007 
02 Feb 2007 
02 Feb 2007 
02 Feb 2007 
09 Mar 2007 
Bellingen  
& Urunga 
Helen Dolg, Aquarelle B&B 
Marion Finlayson, Visiting Information Centre 
George Hudson, Cycling Club 
Anita Menhoffer, Tourism Guide 
Jhil Karr & Malcolm McCohen, community members 
Laurie Kane, Fairytale Tours 
05 Feb 2007 
05 Feb 2007 
05 Feb 2007 
09 Feb 2007 
10 Feb 2007 
10 Feb 2007 
Coffs Harbour 
(incl.: Korora, 
Toormina, 
Woolgoolga & 
Bonville) 
Greg Wallace, NPWS 
Suzanne Buton, Liquid Assets 
Roger Frier, The Advocate & Mid-North coast Ecotourism 
Lyndall Coomber, Southern Cross University 
Tracey Conry, Coffs Harbour Helicopters 
Ina Kay, bushwalker 
Sue Webber, cyclist, bushwalker & kayak tourism operator 
Fiona Barden, Coffs Harbour Butterfly House 
06 Feb 2007 
06 Feb 2007 
06 Feb 2007 
06 Feb 2007 
06 Feb 2007 
06 Feb 2007 
08 Feb 2007 
09 Feb 2007 
Nambucca 
 
Jon Holocombe, Ocean Scape – Scotts Heads 
Jean Hicks, bushwalker 
Kaye Wood, bushwalker 
Rob Bryant, Aboriginal Representative 
07 Feb 2007 
08 Feb 2007 
08 Feb 2007 
09 Mar 2007 
Armidale Robert Haworth, University of New England 
Colin Wood, bushwalking Club 
James Rainger, Armidale Helicopters 
Jim Maher, University of New England / Council / Deputy Mayor 
Joc Coventry, Armidale Outdoors 
Lynne Hoskings, Armidale National Parks Association 
Stuart Allardice, Visitors Information Centre 
18 Mar 2007 
21 Fev 2007 
08 Mar 2007 
13 Mar 2007 
08 Mar 2007 
04 Apr 2007 
19 Mar 2007 
Guyra Brian Irving, Local Aboriginal Artist 
Bob Furze, Guyra Council 
Dave & Tania Kickpatrick, Top of the Range Retreat 
Lynne & Wal Chapman, Milani Trout Cottages 
Nicole O’Malley-Jones, Fork & Spoon Guyra 
Pat Laker, Guyra Motel 
15 Mar 2007 
15 Mar 2007 
16 Mar 2007 
16 Mar 2007 
15 Mar 2007 
16 Mar 2007 
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Revealing the identity of each place throughout the Waterfall Way was an essential step to building the 
regional brand concept. Such an open question led the conversations into other reflections and 
considerations about the places, especially in relation to tourism activity and the positive and negative 
impacts it may have.  
During the conversations, however, some other questions were purposefully asked when needed or if 
the subject led naturally to them, in order to enrich the idea of aesthetic perception each of the 
interviewees had about their places. Questions such as “What are the sounds and smells of your 
places?”, “If you had to choose a colour to represent your place, which colour would you choose?”, or 
“How does it feel to live here? Why did you choose [Bellingen] to live in?” 
These conversations helped build a rich picture of what is special about the places along the way, 
through the eyes of the people who live in each of these places. They have also proven to be a 
significant resource for marketing information, not only in regard to each individual place, but also in 
relation to how each of these places in the Waterfall Way may connect with the others, offering insights 
on how beneficial these links could be and how to develop the network.  
All conversations were digitally recorded and conceptually mapped. An iPod (80 gigabytes) was 
chosen as recording device due to its high storage capacity and, more importantly, its small, discreet 
size which made it less invasive in the conversation, consequently allowing the responder to be more 
at ease with the recording process. Of the 59 conversations, only one of the responders objected to 
the use of the recorder, and thus did not have her conversation digitally registered.  
Notes were taken for all conversations, in the form of a draft concept map of ideas (as shown in Figure 
17). The individual conversational maps were then combined, forming a place identity map. Place 
identity maps, which derived from all conversations in each place, are depicted in Chapter 6. For each 
place, a report was elaborated containing information gathered and interpreted from the conversations, 
such as key identity themes, the place identity map, some brand management insights and some 
product gaps and opportunities mentioned/identified during the conversations (see Appendix 2). 
The Place Identity Reports and maps produced in this phase were each sent back to the individuals 
involved in the conversations for feedback, and the final versions sent to the community, stakeholders 
and the project management committee. They were also made available on line at the project’s 
website (http://www.ecotourism.com.au/atdp/wordpress). 
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Figure 17 – Example of Conversational Map, made 5 February 2007, during the interview with Marion Finlayson 
and Alan Gunthrie, at Urunga Visitor’s Information Centre 
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After the maps from each place were finalised, the researcher synthesised and collated all information 
gathered at each place and elaborated a conflated Regional Identity Map. This map (presented in 
Chapter 6), shows the combined concepts that represent the main findings from all conversations, 
picturing a profile of an incipient regional identity for the Waterfall Way in relation to eco- and nature-
based activities. 
The place identity maps and reports together with the conflated map (entitled Main Findings from Local 
Conversations) (Appendix 2) directly informed the Phase 2 of the Brand Development Process.  
Phase 2: Developing a Shared Brand Concept Model 
The main objective of this phase of the brand development was to outline a shared regional brand 
concept. This phase was informed by findings from the local conversations undertaken in Phase 1. 
After the place reports and identity maps were sent back to the communities and feedback from them 
was incorporated into the process, community members and stakeholders were encouraged to send 
images, designs, photos, texts, and colour ideas that they thought could represent their places and the 
region. Stakeholders and community members were then invited to participate in a Brand Concept 
Workshop held 1-2 May 2007, at Mt. Hyland Wilderness Retreat, near the town of Dundurrabin, 20km 
north of Dorrigo.  
Mt. Hyland Retreat was specifically chosen as the workshop venue for a number of reasons. It is 
located halfway between the eastern and western extremes of the Waterfall Way area, facilitating travel 
of people coming from both ends. This location puts Mt. Hyland in the border of two ecosystems in the 
region. The property is half covered with eucalypt forest (from the Tablelands) and the other half with 
rainforest (from the Hinterland and Headlands). This was significant in terms of setting the scenery for 
discussing the identity of such a diverse region. 
Furthermore, they offered an ample conference room that was full of light and surrounded by ceiling-to-
floor windows with views to the forests (Figure 18 and Figure 19), which allowed for an informal and 
relaxed setting for the sessions. Along with that, there was shared accommodation available with tea, 
dining room and kitchen facilities in the building (Figure 20 and Figure 21). There was also the 
possibility of having a fire lit outside in the evening, and of having a short walk in the forest before the 
morning session started on the second day of the workshop (Figure 22). As it was a two-day 
workshop, these characteristics were essential for fostering bonding between the participants to 
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generate maximum interaction and cooperation, not to mention the closeness to nature that has been 
a strong ethos of the initiative since its inception. 
 
Figure 18 – Barry and Rosemary, our hosts at Mt. Hyland Retreat, and the conference room with its rounded 
shape and large windows overlooking the forest at the back 
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Figure 19 – A comfortable and informal atmosphere inside the conference room, surrounded by forest. 
 
 
 
Figure 20 – Shared accommodation building at Mt. Hyland. 
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Figure 21 – Tea and dining room in the shared accommodation building 
 
 
Figure 22 – A short walk in the forest guided by Barry before the morning session on the second day of the 
workshop at Mt. Hyland.  
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The workshop included stakeholders, as well as the newly assigned graphic design team. At the time, 
this team comprised Hazel Wallace, graphic designer, Sue Webber, editor, and Amber 
Goedegebuure, volunteer, assistant graphic designer. 
The workshop was organised and coordinated by myself, as the brand development manager and art 
director of the graphic design team, and facilitated by Dr. Michael O’Loughlin, who also co-designed 
the brand management arrangements. The design experts had an important educational role during the 
workshop. Their participation was focused on helping the other participants understand and learn 
about some technical design specifications and terminologies. Other experts were also present at this 
workshop, among them Laurie Kane, marketing specialist who presented the results of his market 
research and possible niche markets to be target by the region (Chapter 4). Business specialist and 
project manager David Henderson added to the workshop the necessary business perspective. This 
helped the brand design effort to stay aligned to the administrative local needs. The approach of the 
workshop, however, sees every participant as an expert in their own areas, therefore, despite the 
strong presence and informative collaboration of the experts listed above, their opinions concerning the 
creation of the brand had the same weight as the ones from all other participants. 
The aim of this Workshop was to collaboratively design the brand concept for the region, to create the 
communication tools for the brand (name, slogan, logo, etc.), and to outline the brand principles, 
ethos, and management strategies. A full program of the Workshop, including the documents 
presented to the attendees, is available in Appendix 3.  
The first day of the Mt Hyland Workshop focused on outlining a shared brand concept and the brand 
communication tools. During the day, the group engaged in three main activities. The first involved 
eliciting a shared identity for the destination in relation to all information regarding place and marketing 
that had been collected through conversations and workshops to that point. The second activity was 
to outline the shared brand concept, based on the identity previously defined, which consists of the 
psychological aspects that surround the brand identity. Finally, the third activity involved the collective 
drafting and design of the brand’s communication tools such as name, tagline, theme language to be 
used, symbol(s) (logo), colour schemes, imagery, etc. Table 3 presents the list of people who attended 
the first day of the Mt. Hyland Workshop. 
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Table 3 – List of attendees at the Brand Concept Workshop, 1-2 May, 2007,  
at Mt. Hyland Retreat, Dundurrabin, NSW 
Location People 
Walcha Charlie Winter, Walcha Visitor Information Centre 
Dorrigo  
 
Barbara Webster, NPWS 
Ruth Holmes, land owner 
Maxinne Cook, local 
Rosemary Yates, Mt Hyland Wilderness Retreat 
Robin Heath, Indigenous Representative 
Thomas Briggs Jr., Indigenous Representative 
Bellingen  
& Urunga 
Brian Stokes, Bellingen Tourism 
Coffs Coast 
 
Fiona Barden, Coffs Harbour Butterfly House 
Rob Cleary, Coffs Coast Tourism 
Sue Webber, cyclist, bushwalker & kayak tourism operator 
Armidale Robert Haworth, University of New England 
James Rainger, Armidale Helicopters 
Members of the 
working team 
Manuela Taboada Brand Manager 
Hazel Wallace, Senior Graphic Designer 
Amber Goedegeburre, Graphic Designer Trainee 
Mick O’Loughlin, Community Planner and Facilitator 
Laurie Kane, Marketing Research 
David Henderson, Project Manager 
 
Before initiating the design work, there was a brief introduction as to what was understood by the term 
‘brand’ by the attendees and the team. This helped the group to understand the expected outcomes 
from the Workshop.  
During the first session (Figure 23), the team presented the place reports, the key regional identity 
themes concept map and findings from the market research. An open question was then asked: “How 
are we going to portray this region to those markets?”. The comments from this discussion were 
annotated on a whiteboard and later transferred onto a regional brand concept map. A shared regional 
identity theme and message emerged from this initial discussion which informed the next activity of the 
workshop.  
The second activity of the first day of workshop was focused on designing the concepts of the 
communication elements of the brand such as the name, slogan, language, symbol(s) (logo), colour 
schemes and imagery to be used to communicate the shared regional identity message (also referred 
to in this thesis as “brand apparel”). 
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Figure 23 – Brand Concept discussion during the first day of the Brand Concept Workshop at Mt Hyland Retreat, 
Dundurrabin, NSW 
 
Two techniques were used to engage the attendees on the collaborative design of the communication 
tools. Participants agreed that choosing a name for the region should be the first step to be taken. The 
planned technique for naming the region involved brainstorming among participants, where each of 
them was asked to individually think of and present a list of proposed names. All names were then to 
be presented and systematically short-listed by the whole group until only three options were left. A 
number of interesting names were presented, but the planned methods had to be changed in order to 
suit the context of this specific situation.  
There was a default tendency to use the name ‘Waterfall Way’ which was already used to describe the 
road that links the coast to the tablelands (Chapter 4). Therefore, the naming session was transformed 
into a discussion on whether Waterfall Way was a suitable name to be used as a brand by this 
sustainable tourism initiative.  
The group of attendees reluctantly agreed to use the name ‘Waterfall Way’ with the condition that an 
original tagline should be created in order to demonstrate the differentiation of the destination, 
especially in relation to the sustainable principles that underpin the initiative. Once this was decided 
upon by the group, the discussion shifted from brainstorming around brand names to brainstorming 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   122 
around appropriate slogans and taglines. Figure 24 shows some of the ideas that surfaced from the 
brainstorming around the regional tagline for the Waterfall Way brand. The results from these 
discussions are presented in Chapter 6. 
 
Figure 24 – Picture of the whiteboard containing some brand tagline ideas presented and discussed by the 
attendees during the Brand Concept Workshop, Mt. Hyland, Dundurrabin NSW, 1 May 2007 
 
The second moment of the design of the communication tools focused on making decisions about the 
general visual style to be adopted to compose the brand. The technique used to engage such diverse 
group in collective design activity incorporated the use of a broad collection of existing publications of 
different styles, shapes, sizes and colours. These were presented to the group to engage them in 
thinking visually about the message that needed to be conveyed for the region. They were asked to 
choose the items they believed would be most suitable to represent the Waterfall Way. One by one, 
they then presented and justified their choices. In so doing the participants were indirectly telling the 
team which elements – type, colours, style, texture, imagery – they thought would be appropriate to 
carry the message of the Waterfall Way as an eco-and nature-based tourism destination. Each idea 
was discussed and registered on the white board (Figure 25), so the group could visualise the full 
picture of the message they were collectively designing through the exercise. According to their later 
feedback, this technique proved to be not only effective in terms of the results obtained, but also very 
informative for the participants,  
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Figure 25 – Picture of the white board containing the ideas for the communication elements that should compose 
the Waterfall Way eco- and nature-based tourism destination brand, Brand Concept Workshop, Mt. Hyland, 
Dundurrabin NSW, 1 May 2007 
 
The findings from the first day of the Mt Hyland Workshop (presented in Chapter 6) were organised in a 
small report, which informed the graphic design team of the work ahead (Phase 3: Interpreting and 
Documenting).  
Phase 3: Interpreting and Documenting 
After the Workshop at Mt. Hyland, the brand specialist and the graphic design team initiated work on 
the synthesis and documentation of the information that emerged from the conversations and from the 
Workshop. 
During this phase, a short document was put together outlining the collectively shared regional brand 
concept and the main directions for the development of the brand apparel or communication tools 
(Attachment 2). This document comprised the combined information that came from the conversation 
process and workshops, and was used by the graphic design team as a recommendation guide and 
briefing throughout the creation of the visual tools for the Brand. 
After the workshop, another concept map was created to represent the shared brand concept, 
showing the main themes and the story to be told about this region to potential visitors (Figure 48). 
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Details on the shared brand concept that resulted from the workshop (and conversations) are 
presented in Chapter 6. 
5.2.2 Development of Brand Principles and Strategies 
The second day of the Brand Concept Workshop was dedicated to the outlining of governance 
strategies for the emerging sustainable tourism network. This stage of the brand development process 
was based on and informed by the Regional Principles and Protocols described in the Waterfall Way 
Feasibility Study (developed by Michael O’Loughlin & Jeannet van der Lee in 2003), and in the 
Regional Charter initiated at the Principles & Protocols Workshop in October/November 2006.The aim 
of this phase was to align the brand concept and marketing aims to the regional charter, and to find 
ways/models for managing the newly developed Brand according to this ethos after the ATDP project 
finished. 
The work on organising the brand principles and management arrangements was led and facilitated by 
Dr. Michael O’Loughlin, whose knowledge and experience in this field combined with his involvement in 
the Waterfall Way eco-tourism initiatives since 2001 have added value to the process as a whole. The 
same group involved in the creation of the shared brand concept designed the brand principles and 
management arrangements on the second day of the Workshop in Mt Hyland. During this part of the 
work the participants drafted a document describing the shared agreement on brand principles, a 
proposed governance structure and some management strategies. Insights on brand management 
were compared to the Regional Charter developed in October/November 2006. A refined version of 
this document was prepared shortly after the Workshop, and sent back to the workshop attendees for 
endorsement. The final version is available in Appendix 7, with its outcomes discussed in Chapter 7. 
5.2.3 Creation of brand elements 
This section aims to describe the methods used to create the finalised brand elements (communication 
tools) for the Waterfall Way regional brand.  
After the conversations and workshops, the graphic design team gathered the information collected 
during the brand concept development work to inform the development of refined versions for the 
destination’s name, slogan and phrases, logo and typographic treatment, imagery and set of symbols 
to accompany the name and the logo. 
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Figure 26 – Dr. O’Loughlin facilitating the Brand Principles and Strategies sessions during the second day of the 
workshop at Mt. Hyland 
 
These are the symbolic elements that will communicate the essence of the place, as discussed earlier 
in sections 5.1 and 5.2. The final graphics, their descriptions, the set of rules of how to use and apply 
them, along with the broad brand concept, are presented in Appendix 5. 
Although this was the phase that tended to have less (or no) community involvement due to its 
technical character, it was the aim of the chosen methodology to involve the participants in these 
decisions as much as possible, and to make clear that the team was always open to feedback. 
Sending frequent updates back to the community was one of the ways chosen to keep the broader 
group of participants in close contact with the development of this part of the project. Furthermore, the 
creation of the items listed above was directly informed by results from the Mt Hyland Workshop. The 
process of creating brand apparel mainly involved desktop work by the graphic design team, 
combined with extensive research in terms of visual context and imagery. 
As recommended during the workshop, the graphic design team prepared three different 
slogans/themes for the chosen brand, based on the ideas that emerged during the meeting. A 
decision was made that these slogans would be better represented as themes, containing visuals, to 
represent a broader and richer idea of the developed themes. Preliminary ideas on themes were 
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presented at the project management committee meeting on 12 June 2007 where there was final 
agreement on the name to be used. At this meeting it was possible to gather enough information from 
the members of the committee to make a decision on the theme/slogan to be used for the brand. 
Having decided on a name and a tag-line, the next step was to translate the concepts into visual 
language. This involved the creation of visual solutions (graphics) to match the community’s views with 
the results from the market research and the ideas and suggestions from the committee members. The 
graphic design team developed three different ways to visually tell the story described through the 
shared brand concept model. None of these visual solutions could have been created without the 
findings from the conversations around the region, continuous email communications, or the workshop 
in Mt Hyland. The graphics emerged from those insights. These ideas were then sent by email to the 
workshop attendees, who were asked to provide their opinions and feedback to each of them and to 
signal which of the solutions they thought could best represent the shared brand concept (Figure 27, 
Figure 28, and Figure 29). 
 
Figure 27 – Logo idea 1, “Flower” 
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Figure 28 – Logo idea 2, “Blobs” 
 
 
Figure 29 – Logo idea 3, “Leaves” 
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A voting process in this case would seem unfair and could undermine a sense of collective ownership. 
Therefore, it was decided that all comments should be taken into consideration and a new logo be 
developed, sent to the project management committee for approval, and accepted. At this stage it was 
not viable to send the final solutions back to the broad community. The decision had to be made by 
the leadership group and design experts. The implications of this decision-making process in terms of 
the validity of the collaborative nature of the project are discussed in Chapter 7. 
Also during this phase, the team intensified contact with the people involved in the process in regard to 
use of photography, illustration, writing material or artwork in the communication tools created for the 
project. The idea behind this was to build a regional digital library of visual resources to be used by the 
community members, stakeholders and local businesses embracing the new Waterfall Way brand for 
eco- and nature-based tourism. Figure 30 summarises the brand development process and shows the 
number of participants of each phase. 
 
 
Figure 30 – Summary of collaborative brand design process 
 
5.2.4 Public Launch and Operators’ Workshops 
The Waterfall Way brand was presented to the public on 8 February 2008, in a specially organised 
event at the Dorrigo Rainforest Centre. Apart from presentations and speeches delivered by the project 
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manager, and the team members, some key stakeholders were invited to speak about the process 
(Figure 31). 
The reactions from the general public – which included locals and owners of businesses related to 
tourism – were very positive and encouraging. However, there seemed to be an underlying concern in 
regard to the management of the brand after the finishing of the AusIndustry-funded stage of brand 
development. This concern was not expressed clearly, but it could be understood from some opinions 
and reactions of stakeholders from government agencies and councils. 
A discussion on the issues of governance and management of the destination brand and the 
sustainable tourism network is presented in Chapter 7. For now, it is important to note that the actual 
collaborative brand development process initiated self-organising activities among stakeholders. The 
concern perceived during the launching event was a positive sign of these activities and, more 
importantly, of the level of ownership of the stakeholders achieved through this process. Therefore, it 
could be said that the process had at least initiated the formation of an overall regional identity. 
After the public launch, a set of workshops was organised in order to present the brand and all the 
prepared material to the local people, tourism operators and business owners who would be interested 
in joining the Waterfall Way sustainable tourism network. 
Due to limitations of time and resources it was not possible to organise the ideal set of seven 
workshops in the same places where the initial market research workshops were organised. Therefore, 
the team arranged four workshops: one in Armidale, to include people from Armidale and Guyra; one in 
Walcha; one in Coffs Harbour, to include all stakeholders from the Coffs Coast area; and one in 
Bellingen, to include Bellingen and Dorrigo communities. 
Apart from advertisements in local newspapers (Figure 32) and comments in the local radio, personal 
emails and letters were sent to all individuals that had contact with the AusIndustry-funded stages of 
the project. A detailed programme for the operators’ workshops (as they were called by the team), and 
the invitation email and letter can be found in Appendix 8. Sixty-two people were present at the 
workshops. Table 4 presents the attendees to each of the workshops. 
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Figure 31 – Launch of Waterfall Way Tourism Brand. (A) Mr David Henderson, Project Manager; (B) Public; (C) Ms 
Manuela Taboada, Brand Development Coordinator, presenting the new brand; (D) Hazel Wallace, Senior Graphic 
Designer, presenting the website structure; (E) Burgh Blomfield, Cheyenne Retreat, Walcha; (F) Fiona Barden, 
Butterfly House, Coffs Harbour; (G) Rob Cleary, Coffs Coast Tourism; (H) Glen Chapman, President of the New 
England Ecotourism Society, receiving AusIndustry certificate; (I) Exhibition of communication material developed 
for the destination. 
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Table 4 – Attendees at Operators’ Workshops, 6 – 15 March 2006, in Armidale, Walcha,  
Coffs Harbour and Bellingen, NSW. 
 People Location 
Armidale 
Workshop 
 
06 Mar 2008 
 
Peter Rodger, Interested on the Walking track 
Pearl Moffati  
Raylee Ogilve, Lindsay House 
Jennie Benton, Armidale Golf Club 
Bob Baxter, Highlander Van Village 
Matt Pilkington, Armidale Art Gallery 
Joc Coventry, Armidale Outdoors 
Judith Doyle  
Rebecca Spence, University of New England 
Daphne, Troutbeck Cottage 
Peter Sniekers, NSW Dept State & Regional Devp. 
Lynne Chapman, Milani Trout Cottages 
Dorothy Every, Silent Grove / Farmstay B&B 
Robert Haworth, University of New England 
Anne Thackway, Cruickshanks Farmstay B&B 
Bob Leggat, Effective Land Management Solutions 
Tim Roe, Niagara St Store – Convenience Store and Take Away 
David Lawrence, "Archived Adventures" / NEES 
Jim Maher, Armidale Dumaresq Coucil 
Nicola Wilkins, Uralla Wool Room 
 
 
Armidale 
Armidale 
Armidale 
Armidale 
Armidale 
 
Armidale 
Armidale 
Armidale 
Ebor 
 
Guyra 
Ben Lomond 
Armidale 
Uralla 
Armidale 
Armidale 
Armidale 
Armidale 
Uralla 
 
Walcha 
Workshop 
 
10 Mar 2008 
Reinhold Zielke, Arran eco-farmstay 
Elizabeth and John Gill, Brookmount 
Burgh and Sue Blomfield, Cheyenne Wilderness Retreat 
Barry Marshall, Langford at Walcha 
Katrina Blomfield, Karori Pastoral Co. 
David Hooker, Walcha Home and Land 
Charlie Winter, Walcha Tourism – Council 
Tony Heaney, Walcha Royal Cafe 
Carolyn Feltham, Mountain Motors 
Kylie Westfold, Apsley Take-Away 
Elisabeth Elder, Anglea House B&B 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Walcha 
Coffs Harbour 
Workshop 
 
14 Mar 2008 
 
Cristiana Damiano, National Marine Science Centre 
Tony Comyn  
Glen Storrie, National Parks & Wildlife Services 
Nicola Johnstone, Solitary Islands Marine Park 
Samantha Hessey, Solitary Islands Marine Park 
Graham Croot, Creekside Inn 
Jon Holocombe, NVTA/Oceanscape (Scotts Head) 
Roger Fryer, Mid-north Coast Ecotourism Society 
Suzanne Button, Liquid Assets Adventure Tours 
Fiona Barden, Coffs Harbour Butterfly House 
Sarah Morrison, Pet Porpoise Pool 
 
Coffs Harbour 
Scotts Head 
Coffs Harbour 
Coffs Harbour 
Coffs Harbour 
Sawtell 
Macksville 
Woolgoolga 
Coffs Harbour 
Bonville 
Coffs Harbour 
Bellingen 
Workshop 
 
15 Mar 2008 
 
Margaret and Robert Bulanyi, Earth's Magic 
Paul Bulanyi, Guitarist.com2u  
Laura Sidrabs, Faerie Laura & Friends 
Laurie Kane, Tourism Bellinger 
Maxine Cooke, 5518 Comries Rd, Fernbrook 
Maureen Cruikshank, Bellingen Shire VIC 
Rick Clarke, Heritage Hotel Motel 
Peter Overeen, Bellinger Valley Motor Inn 
Rosemary Yates, Mt Hyland Wilderness Retreat 
Jo Keers, Aniseed Luxury Villas 
Fiona Hannaford, Bellingen Organic Farmstay 
Helen Marges, Malibells Country Cottages 
Paul McDonald, Tallawalla Retreat 
Gwen Hanna 
Lesley Green, Bushwalker  
Joshua Billing, Dorrigo Cheese Factory 
Jeff Daley, The Honey Place 
Erika Respinger, Koompartoo Retreat 
Brian Sherrati, Lily Pily Country House 
Danielle Cranston  
 
Bellingen 
Bellingen 
Bellingen 
Bellingen 
Dorrigo 
Bellingen 
Dorrigo 
Bellingen 
Dorrigo 
Glennifer 
Bellingen 
Brierfield 
Dorrigo 
Dorrigo 
Thora 
Dorrigo 
Urunga 
Bellingen 
Bellingen 
Dorrigo 
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Figure 32 - Invitation for Operator’s Workshop, published in The Armidale Express, 3 March 2008 
 
During these workshops the brand was presented and explained in detail, including its features, 
possibilities and rules of use. The promotional and operators’ websites were also presented and their 
uses and features explained in detail. A promotional pack was given to the attendees, which included 
20 regional brochures, promotional brochures, postcards and bookmarks. 
The pack also included the Waterfall Way Sustainable Tourism Toolbox, consisting of three booklets 
with support information in relation to business in the Business Toolkit, marketing and communication 
activities in the Marketing Toolkit, and the specifications of use of the Waterfall Way brand and its 
graphic resources in the Creative Toolkit (Appendix 6). 
The general reaction from the public was welcoming and positive, with most of business owners and 
tourism operators glad to have such a set of resources at their disposal. Some operators however did 
not agree with a more open strategy for managing the brand. They were very protective of the material 
that was given to them and suggested ways for a more rigorous control of the use of the brand – for 
the sake of maintaining the quality of the products offered under that symbol. These issues are related 
to the future management of the brand, and are further discussed in Chapter 7. 
The importance of these workshops were mainly related to giving back to the community the products 
that were the result of their work and ideas, introducing the brand to people who did not yet know it, 
and to providing the resources and information – especially where to find information – so that they 
could begin to use the brand along with their products and services, in order to start spreading the 
message about the Waterfall Way. 
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Summary 
This chapter presented the methods and processes undertaken to collaboratively develop a regional 
destination brand for the Waterfall Way region as an eco- and nature-based tourism destination. It 
described each phase of the process in detail, including timing and participants. 
The results of the collaborative brand development process are presented in the next chapter (Chapter 
6), and discussed in Chapter 7. 
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Chapter 6   
Results 
and Findings 
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“For every traveller who has any taste of his own, the only useful 
guidebook will be the one which he himself has written” 
Aldus Huxley 
Chapter Overview 
This Chapter presents the new brand that was collaboratively created for the Waterfall Way. The first 
two sections describe the findings from the market research in terms of the hosts and potential 
visitors as well as the products and opportunities available in the region. The last sections present 
the results of the brand concept development process, outlining the regional identity and regional 
image concepts and elements which comprise the new brand.  
Quotes from local people collected during the individual conversations and workshops are used 
throughout this chapter to emphasise the significance of their input to the project. They reflect the 
thoughts, perceptions and views of the people from the places along the way. Reproducing these 
quotes in this thesis not only acknowledges the importance of their participation in this research, but 
also demonstrates that the results achieved (brand concept, symbol and strategies) through the 
application of this methodology are a direct reflection of their thoughts and opinions. 
The findings presented here are related to the conceptual design of the destination brand. Results 
of the design elements, made by the graphic design team, are presented in Appendix 5. 
Chapter 7 discusses the application of the collaborative design methodology in the development of 
the Waterfall Way brand, its outcomes and the implications of the process in shaping a new identity 
for the place. 
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6.1 Introduction 
"Apart from influencing and facilitating travel, routeways can be tourist resources in themselves. The 
transport system then becomes more than the means of getting to a destination; the journey is an 
integral part of the tourist experience" (Pigram & King, 1977, p. 292). That is one of the notions that 
underpinned the Waterfall Way sustainable tourism development: to transform a road, whose 
function would be simply linking one place to another, into a journey of experiences for tourists.  
How to define this emergent destination, which has its backbone on a road connecting the 
tablelands to the sea? What is special about the places along the way? How to convince people to 
spend their longed- for holiday time journeying to these places? 
“What persuades potential tourists to visit (and revisit) one place instead of another is 
whether they feel emotionally close to the destination. (…) The battle for customers is to be 
fought not over price, but over hearts and minds – in the territory of [destination] brands” 
(Morgan et al., 2002). 
This chapter presents and describes the concepts that were chosen to take the Waterfall Way to 
the “battle territory of destination brand” (Morgan et al., 2002), as a cultural and nature-based 
tourism destination. It presents what local communities and stakeholders highlighted as special 
about the places, how they want it to be portrayed and which kind of visitor they were open to 
receiving. This information is then put against the results from market research previously 
undertaken, and the core values of the Waterfall Way brand established. 
More specifically, this stage of the branding work was informed by the collaborative Place Identity 
Reports (Appendix 2), the contents of the conversations with local community members and 
stakeholders, and the findings from the Regional Brand Design Workshop at Mt Hyland in May 
2007. There has also been intensive participation of the project management committee (PMC) 
members in the shaping of the final brand concept and communication tools conceptual design. 
The conceptual and graphic results achieved from the collaborative brand design process reflect 
the participants’ shared views and understandings of their places. The findings and results 
presented in this chapter reflect the character, richness and genuineness of the information 
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collected. More importantly, the graphic solutions associated with the developed brand could not 
have been achieved if processes other than the ones applied (described in Chapter 5) had been 
used. 
Conceptualising a brand and developing the symbolic side of it can be very interesting and pleasant 
work, where brand experts and designers are easily carried away by their creative potential and 
egos. Additionally, managers can sometimes be tempted to interfere too much with the creative 
process. The methodology used here aimed to acknowledge and incorporate the social aspect 
embedded in the region through listening to and valuing every opinion, as described in Chapter 5. 
The purpose of this work was not to simply develop a brand and promotional strategy for the 
Waterfall Way, but to encourage local people, stakeholders and government bodies to engage in a 
search for a regional identity that will underpin the creation of a marketing process that is in line with 
the places and its people’s values, beliefs and ethos.  
"Tourism has the potential to be a major force in the protection and maintenance of regional 
character. But like any other economic development, when the environmental and social 
values on which it depends are absent, the rich diversity of the natural and cultural 
landscape is degraded and somewhere becomes anywhere" (Hough, 1990, p. 149). 
The sustainable tourism brand presented here is based on regional environments, traditional culture, 
beliefs and ways of living. It is meant to reinforce the local sense of place rather than exclusively 
supporting tourism that is based on the commodification of places in order to satisfy a specific 
identified tourism niche market. 
The next section presents the results of the market research exercise, describing the local hosts 
and potential visitors according to their own views and expectations about themselves and their 
regions. Section 6.3 depicts the identities of each place according to the information collected from 
the local one-to-one interviews (Chapter 5). The information in this section reflects local people’s 
opinions and perceptions about their places and regions, how they see themselves and want to be 
seen by others. Geographical and historic information about the area can be found in Chapter 4. 
Sections 6.4 and 6.5 depict the brand identity and brand image concepts respectively. 
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6.2 The Market Place 
This section describes the findings from the market research exercise and from the conversations 
and workshops in relation to the consumer and the supply markets. It also provides some guidelines 
on how the Regional Brand can draw upon local assets and opportunities to tackle the specific 
market sections identified during this research. 
The main goal is to combine information from the market research and regional audit components of 
the ATDP project with the Tourism NSW nature based tourism data and findings from the 
conversations and workshops undertaken during the Regional Brand Concept development. This 
combined information then provided a basis and justification for the brand concept developed and 
described further in this chapter. 
The market place is organised around people offering products (goods, services or experiences) 
and people potentially interested in buying those products. Therefore this market research review is 
organised in two sections. The first describes the local host communities in the studied region. It 
depicts people’s reflections and expectations about tourism activity, and what they think is special 
and ‘sacred’ (Hough, 1990) about their places. The second portrays the profiles and motivations of 
potential customers both from international and domestic realms, and is based on the findings of 
the market research component of the ATDP Project. 
Section 6.3 delineates the characteristics of each place that were highlighted by the local 
communities as special features, and that would interest the potential visitors according to their 
specific motivations. From these conclusions, there are reflections upon and suggestions about 
possible regional products and market opportunities.  
According to the results from a nature tourism market research study published in 2001 by Tourism 
New South Wales, nature is seen by domestic travellers more as a ‘code’ for holidays or breaks 
where they could “relax, become revitalised and escape the stresses of the city” (Tourism New 
South Wales, 2001). This research concludes that the factors that most often influence domestic 
tourists’ decision to take a nature-based tourism holiday are water (mainly beaches), nature-based 
accommodation, where tourists can just relax and enjoy spectacular views or natural settings, 
unspoilt natural beauty or settings for activities and experiences, where they can enjoy nature 
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closely and have contact with wildlife (seeing/hearing animals) in their natural environments, and 
opportunities to enjoy good local food in a natural setting. 
In terms of international tourists, the Tourism New South Wales market research emphasises the 
fact that visitors from overseas value “distinctive, authentic places, which have not changed too 
much, or developed too much, due to tourism activity” (Tourism New South Wales, 2001). They 
want to experience places with character and a strong sense of place and identity.  
Pigram and King (1977) suggest that “the key to success in marketing tourism lies in promoting 
specific tourist experiences for specific marketing segments (…) A successful tourist destination is 
one that can attract visitors, provide for them, guide their movements and activities and send them 
home satisfied” (Pigram & King, 1977, p. 294). 
The ATDP Project, the Brand Concept Study and the Regional Audit reinforced the fact that the 
Waterfall Way region is ready to offer all the items described above as the main drivers for domestic 
tourists in choosing a nature-based holiday. These studies also revealed the willingness of the host 
communities to receive a specific kind of tourist that is interested in the authenticity of the places, 
respects its nature and environments and is willing to spend more time to learn about the region 
rather than just passing by. In addition, the possibility of having a good mix of combined first class 
nature, culture and historic experiences, local food and wine, natural-setting accommodation and 
activities through diverse landscapes and natural environments, in a distance of circa 200 km, has 
proven to be a strong selling proposition for the region. 
During the conversations and workshops, however, it was made clear that local people are “both 
proud and protective of this special part of the world. While each district has its own cultural 
characteristics, all pride themselves on friendliness and awareness of the value of conservation of 
their natural assets” (Kane, 2007). This protective reaction is highlighted especially in relation to local 
natural environments, small, unspoiled towns and relaxed lifestyle. Increasing tourist activity in the 
area seems to create a certain dilemma in relation to the benefits and drawbacks that this could 
bring to the places for most of the interviewed people, even those who own their own nature-based 
tourism business.  
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6.2.1 The Hosts 
It is important to understand the general profile and expectations of our local hosts in order to 
identify local needs, design support and education programs that will enhance the quality of the 
offered services and products according to the opportunities identified for the region and the 
potential market sectors that have not yet been catered for.  
The collaborative methodology allowed local stakeholders to design a brand promise and marketing 
strategies that are in line with their beliefs, ways of life and views for the future. Therefore, they 
should be more easily accepted and delivered by the hosts. As a consequence, the brand 
campaign may also inspire local people (that were not involved in the process) to use the brand 
and, most importantly, understand and follow the principles and ethos of this tourism initiative.  
One of the goals of the project was to initiate and establish a network connecting the hosts, 
creating a supply chain that is integrated and related in a self-organising way, without depending 
completely on a specific body responsible for maintaining and generating the liaisons between the 
various stakeholders. Management and communication tools were developed to provide for this 
purpose (Appendices 5 and 7). 
The research with local people along the different locations in the Waterfall Way region, showed that 
they are proud and protective of their special places (Kane, 2007), but also willing to share these 
places with visitors that are interested in and care for their environment, culture and lifestyles. 
Tableland and Hinterland  
On the Tablelands (Armidale, Walcha, Guyra and surroundings) and Hinterlands (Bellingen, Thora, 
possibly Dorrigo1 and surroundings) most of the interviewed hosts were land-owners (couples or 
families) who have been in the region grazing or farming for decades, couples that moved from 
cities to search for a more relaxed, less stressful life, or retired couples that made the “tree-change”. 
                                                      
1 Dorrigo is the first town on the top of the range from the Coast in the Waterfall Way. Despite being on the top 
of the mountain, Dorrigo people consider themselves as part of the Tablelands (Chapter 4). Its natural features, 
landscapes, economic activity, colour and wetness and proximity to the Coast easily create a perception of 
Dorrigo as being part of the Hinterland area. This distinctiveness between tableland, hinterland and coastal 
(headland) areas is used only as a brand strategy to highlight the diversity of the area. Due to the ambiguity in 
relation to Dorrigo, it was decided that individual operators from the area would choose if they want to follow 
the Hinterland or the Tableland agenda. This is further discussed in section 6.5 of this Chapter. 
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All of them expressed concern about the negative impacts of tourism on their lifestyles. Most of the 
interviewed land-owners had initiated tourism activities on their properties as an alternative to their 
main business. For example, they run farm-stay style accommodation that varies from luxury to 
simple cottage and hunting/fishing cabins; and offer related activities and experiences. Some of 
them later realised that tourism could actually be their main source of income, and started adding 
more quality to their services.  
Couples or young families that moved to the region in search of a more relaxed lifestyle are, in the 
majority, well prepared city professionals who saw the tourism industry as a way of having an 
income – normally the main one in the family – to support their new lifestyle. They run a broad range 
of businesses, from first class nature-based Bed & Breakfast, accommodation, high quality cafes 
and speciality shops, to cycling or walking guided tours and experiences. This group was the one 
that mainly expressed concerns in regards to the tourism impact having the potential to change the 
character of the place.  
Retired couples saw the tourism industry as an opportunity to have an extra income and to 
socialise. Normally living in large houses in the country, tourism can be a good opportunity to use 
the house when the family is not around. Generally friendly, they are ready to have a good yarn 
about place, nature and Australian lifestyle. They have time to take care of and pamper their guests. 
They are frequently involved in volunteer activities in the Visitor Information Centres, and in 
cycling/walking or special interest clubs and associations. It is also very common to find bed & 
breakfast and home-stay accommodation run by retirees. 
Mid-North Coast of NSW (Headlands) 
The coastal areas have a different character and approach to tourism. The Coast has a more 
developed tourism industry with a very different profile of hosts. The interviewed community 
members and stakeholders on the coast were mainly professionals at the prime of their working 
lives who have their tourism business as their main job and source of income. It is, however, also 
common to find on the coast couples and families that moved in search of a more relaxing lifestyle, 
and retirees that have undergone a “sea-change”.  
However, at the Coast, as opposed to the Hinterlands and Tablelands, motels and caravan parks 
are more common accommodation than farm- and home-stays or bed & breakfasts. This kind of 
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coastal accommodation ranges from very simple caravan parks to sophisticated high-class bed and 
breakfasts and motels. 
Indigenous Hosts 
Throughout the region, Indigenous hosts seem to be keen on the idea of increasing Indigenous 
tourism projects to visitors. There are already some joint products ready to be tested and initiated, 
and some, such as the “fish trap” tours at the Arrawarra Headlands, that have been successfully 
operating for a couple of years. In order for this to become reality, however, support, education and 
training for local Indigenous people in relation to tourism and business need to be part of the 
medium/long term priorities of any tourism initiative in the area. 
It has been suggested by one of the Aboriginal elders in the region that nature-based tourism could 
be a significant tool for making the young reconnect to nature, rekindling a connection that has been 
lost through the years. 
6.2.2 The Customers 
Domestic Visitors 
Relaxation and a revitalising escape are the most common motivations for a nature holiday 
experience for Australian tourists. This is particularly true for people taking short breaks from the 
pressures of city living.  
The Waterfall Way region, through its diverse landscapes and lifestyles offers a wide range of 
cultural, nature-based and Indigenous tourism experiences that can range from non-pre-planned 
relaxing escapes through to fully catered and structured educational tours. Visitors are able to 
customise experiences to suit their interests. Some may be looking for individual fulfilment while 
others seek a more social, bonding experience.  
The market research component of this project has shown that most of the potential visitors to the 
Waterfall Way are looking for soft, supported experiences, original accommodation arrangements 
and a close contact with the natural environment and local culture. 
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“99% of the tourist who come through aren’t looking for that extreme [experience] anyway… 
we see here that there’s only 1 or 2 % of people who have an interest in seeing something 
outside of the tourist track… it’s only a small amount of people who want to get outside of 
that, the majority of people are happy to be just safe, do a little walk here, buy a souvenir 
there (…) It’s not often that they experience that quietness, that stillness” (Dina Luciani, 
Dorrigo) 
According to Tourism Australia (Tourism Australia, 2007), 21% of all domestic overnight trips 
recorded in 2007 included at least one nature-based activity. Their research also suggests that an 
increase in the number of nature-based activities included in a trip means an increase in the length 
of the stay and even an increase in the visitor’s expenditure per night. 
Some specific market segments were identified during the project as potential customers for 
Waterfall Way eco- and nature-based tourism experiences. These profiles were presented to the 
project team by the market research team composed of Laurie Kane and Kim-Trieste Hastings, and 
accepted by the project management committee as the profiles to be followed by the brand 
development team. The following descriptions were extracted from the report presented by the 
market research team to the project management committee (Kane, 2007). 
Explorers 
Explorers have a desire for personal or spiritual enrichment through stimulation and learning 
experiences. They are looking for a deeper, ‘real Australia’. This group involves 33-45 year olds, 
younger professionals who have a high disposable income. Explorers may also include 45-55 year 
olds who take the opportunity to travel when their children have grown up. Explorers are more likely 
to have an interest in the arts and ecology, be socially aware and media savvy, and have a 
tendency to soak up information. 
Space Seekers 
This group is looking for an escape or retreat from their everyday lives and a chance for some time 
out for personal fulfilment. They are attracted to nature as an opportunity to relax, rejuvenate, 
recharge and find a retreat. It includes 45-55 year olds with above average income who are likely to 
live in the city suburbs. Nature also represents for them a spiritual connection and an opportunity to 
find some greater meaning in life. 
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Bonders 
Bonders are motivated to travel as a means to build relationships. They see spending time in nature 
as a way to share learning experiences with loved ones. Whether as a couple, family or among 
friends, Bonders seek to deepen these relationships but are also likely to enjoy meeting locals and 
hearing the stories of the place. Quality time is conversation, having a few laughs and sharing the 
discoveries of nature.  
Bonder Families are younger parents, 30-45 year olds, with children up to 12. They have strong 
community values and friendships, and relationships are important in their everyday lives. Bonder 
Boomers are a fast-growing market of 55-plus couples who are out to make the most of their 
retirement and reclaim their youth. They are secure in their assets and have plenty of time to spend 
but may not be so quick to part with their hard-earned cash.  
More details on the marketing segmentation profiles can be found in the document entitled: 
“Component 2.2 Marketing Strategies for 3-4 Niche Markets – Recommendations and 
Conclusions”, compiled by Laurie Kane for the Waterfall Way Sustainable Tourism Strategy Project, 
June 2008. 
International Visitors 
According to Tourism New South Wales and Tourism Australia market researches on nature-based 
tourism, international visitors expect a higher quality accommodation, and an offer of local food and 
wine. They also expect to meet friendly locals and to learn about the local ways of life. Indigenous 
educational tours are also an important motivator for international visitors (Tourism Australia, 2003; 
Tourism New South Wales, 2001). 
Another significant motivational aspect for international visitors is related to local authenticity and a 
strong sense of place and identity. Visitors want to be in contact with different cultures, visit places 
with character and identity that have not been spoiled by uncontrolled development and tourism. 
“Contrary to some beliefs, most tourists do not simply want to live in a ‘sanitized bubble’ while on 
holiday…” (Tearfund, 2000 in Chafe & Honey, 2004). 
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Tourism NSW marketing research shows that in Australia international visitors are more likely to 
participate in nature tourism activities than domestic ones. However, there are challenges in 
attracting this growing market. 
International travellers tend to gravitate towards well-known, iconic experiences, especially on their 
first visit to Australia. Accessing quality experiences in comfort and safety are important 
requirements of these travellers. In addition, most international travellers have their itinerary set 
before they reach the country.  
6.3 Places, Products and Opportunities 
6.3.1 The perceived identities across the region 
During the conversations undertaken throughout the Waterfall Way some key identity themes were 
identified for each place. The main aim of this stage of the research was to understand how local 
people view their places, and elicit key place identity themes that can help define and differentiate 
each place along the way. It was also an objective of this research to find common characteristics 
that could delineate the identity of the region as a whole. 
The place identity descriptions that follow are based on local people’s perceptions of their own 
places and their relationship with the Waterfall Way tourism initiative. As mentioned in Chapter 5, 
these perceptions do not coincide with the objective academic descriptions of the region. 
Walcha 
Walcha’s identity is shaped by its distinctive landscape dominated by the gorges, which reveal 
rivers running in contrary directions and the deep greens and hazy blues of the mountains. The 
wildlife present in Walcha provides frequent encounters with some rare and endangered fauna such 
as Brush Tailed Wallabies, Long Neck Turtles, Dingoes, and Albino Kangaroos. The high country 
weather creates a special atmosphere and gives Walcha residents beautiful frost sculptures in 
winter mornings, dancing clouds during the day, atmospheric mists and nights so clear that “you 
feel you can touch the stars”. 
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Walcha also distinguishes itself from other places in the Waterfall Way by hosting intense cultural 
features of Indigenous traditions and sacred places. These are combined with pioneer history and 
local farming which have been shaping the landscape in the last 150 years. Walcha is also 
characterised by roads and rivers crossing the area. This place has been an Indigenous travelling 
cross point. Additionally, an atmosphere of peace and quietness induces locals and visitors to 
relaxation, enabling people to switch off from busy city life, re-connect with nature, and engage with 
the friendly locals. 
This evident closeness to nature and the opportunity to experience nature through landscape, skies, 
and flora and fauna emphasise a strong feeling of spiritual connection in Walcha. It feels as if the 
place is ‘closer to heaven’, and this peaceful and friendly atmosphere can be fully enjoyed by 
residents and visitors. As a summary, Walcha places and experiences seem to be characterised by 
its dramatic landscapes (Figure 33), quiet nature-based retreats and farm-stays, the possibility of 
intimate contact with nature and wildlife, and the opportunity to undertake a diversified range of 
activities and experiences (natural, historical, artistic, indigenous). 
 
 
Figure 33 – Dramatic landscape in Walcha, overlooking the gorge off Cheyenne, on the eastern edge of the 
New England Tablelands. Photo: courtesy of Burgh and Sue Blomfield, Cheyenne 
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Figure 34 shows a conceptual map that represents the ideas above in a visual format, and indicates 
the relationships between each of the described themes. 
 
Figure 34 – Walcha’s Place identity Themes  
Concept Map based on place identity conversations undertaken in Walcha on 16, 17, 18 ,30 January 2006 
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Guyra 
Guyra is the highest town in Australia that is outside a ski resort. Its identity is strongly shaped by the 
altitude and climate. The cool weather, still seen by some as a drawback in terms of attracting 
tourism, can in fact be one of Guyra’s strongest assets and point of differentiation. 
These assets include characteristics such as having four well-defined seasons, the beauty of 
autumn, frosty mornings, the possibility of snow in winter (Figure 35) and the different animals and 
plants that live in a cooler climate. All this creates a certain ‘romantic’ feel that can be enjoyed by an 
open fire with a glass of wine. The community in Guyra makes every effort to create a cosy and 
warm atmosphere in a cold weather town.  
However, shifting the perception of local people about Guyra’s climate can be a hard challenge. 
According to Nicolle O’Malley Jones, a Guyra resident at the time of the interviews, they should be 
saying: “‘Aleluia! We are cold here!’ And that’s special… we have all of those things that aren’t on 
the coast because we are cold… and we need to start seeing it as an advantage.” 
Another interesting aspect of Guyra’s identity is the sophistication and quality embedded in what is 
produced and offered in town. Refined cafés and shops are starting to bring life to the main street, 
creating opportunities for indulging and pampering for those who cannot live without it. According to 
the interviewed residents, in Guyra one can experience a “city quality with a country feel”. 
The lagoons, the rivers and the green farms that fringe the outskirts of town inspire the numerous 
artists and painters in Guyra. Trout, eels, fine Merino wool, organic tomatoes, and high-quality 
Wagyu beef are produced in the area. However, much of this produce is directly exported. There 
could be a good opportunity and attraction, especially for international tourists, if some of the local 
specialities were offered in the place they are produced (Section 6.2.2, p12). 
The climate combined with the intensity of sunlight that the area receives brought to Guyra a large-
scale tomato-growing industry. The ‘tomato farm’ is shaping the dynamics of the town, not only by 
creating new job opportunities, but also by attracting other businesses to the place, due to its 
success and good reception in town.  
“Guyra is really going ahead!” thanks to its special climate and the high standards of everything that 
is produced in and around town. Figure 36 shows Guyra’s Place Identity Themes concept map. 
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Stakeholders from Guyra believe that good strategies to portray local and regional tourism features 
should involve working together as a region without losing the character of each place, coordinating 
the information across the region, connecting the places, creating partnerships, and offering more 
diverse packages through catering for multiple interests as the diversity of the region and variety of 
experiences allow. 
 
Figure 35 – Winter frost in Guyra. Photo: David Henderson 
 
The climate is cool enough to cuddle! Experiencing the change of the seasons is beautiful, 
the autumn is so colourful to the eye... (Tania Kickpatrick, Top of The Range Retreat, Guyra) 
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Figure 36 – Guyra’s Place identity Themes  
Concept Map based on place identity conversations undertaken in Guyra on 15 and 16 March 2006 
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Armidale 
Armidale is strongly shaped by cultural and educational activities, by its vibrant mixed community, 
and by its location which provides access to several National Parks and wilderness areas. The 
temperate high altitude climate provides Armidale with invigorating coolness in winter, colourful 
springs, golden autumns and cooler summers without extremes of heat. The combination of these 
aspects and the fact that they converge in a city with strong heritage and tasteful architecture 
makes Armidale a highly attractive place. 
The educational activity in Armidale, represented by the University of New England and the 
traditional private schools, provides work for the community and guarantees a constant flow of 
young people from varied backgrounds. Needless to say, the education industry promotes 
interaction between experienced teachers, lecturers and professors as well as the production of 
cutting edge knowledge and technology. 
However, the University and the schools are only one of the aspects that orchestrate the rich 
cultural life in Armidale. Music and the Arts constitute a significant part of the city’s identity. The 
Conservatorium of Music and the Regional Art Gallery are two examples of the impact the Arts have 
on Armidale’s community, which adds to the sophisticated atmosphere that surrounds the city. 
These aspects enhance the vibrancy and richness of cultures in Armidale’s mixed community; 
composed of people from various backgrounds, different places in Australia and around the world. 
There is a creative tension in the air: the local history and heritage, classical expressions of art and 
traditional knowledge centres, combined with – and maybe we could say refreshed by – a hint of 
the vanguard, cutting edge technology and philosophy that is produced locally – not to mention the 
young, mixed community, full of energy and enthusiasm, that Armidale attracts. 
There is always something interesting to do in Armidale. There is always something new. There is 
always someone different to meet. It is common to hear stories of people who came to study for a 
year and never left, “got caught up in the community”. According to the locals, Armidale is a country 
town that has everything. 
The size of town says a lot about this strong sense of community. It is “not so big and not so small”. 
You know almost everyone, but there is always someone new to meet. You can get to work from 
anywhere in about five minutes by car or in twenty, walking or cycling – and you actually can walk or 
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cycle anywhere. Some say Armidale is just ‘the right size for a polis’, the Greek ideal of a place 
organised for philosophical purposes with a strong focus on its body of citizens. Maybe this actually 
is the best description for Armidale. 
Another aspect to be considered regards the wilderness and World Heritage areas around 
Armidale, a true wonderland for bushwalkers (Figure 37), mountain-bikers, nature-lovers, and 
peace-seekers. Armidale is an ideal gateway for people who wish to enjoy nature but still want to be 
in a small place that offers much, including easy access to the bigger cities around. 
According to the people interviewed in this study, the management insights and strategies on how 
to portray the experiences in Armidale and surrounds should be based on not overselling the 
places, but rather focusing on the combination of different landscapes, climates and cultures in the 
region between the tablelands and the coast, understanding that the distinctiveness of the region 
rests on its diversity, coordinating information and communication about the region and highlighting 
the contrast between the tablelands and the coast. This could be achieved in part through the use 
of poems and poetic language – especially from local/regional poets – and a focus on reconnecting 
with nature to create opportunities for learning and for the appreciation of the environment.  
One of the tourist operators in Armidale suggested that information and coordination are the keys to 
better communication of the area: 
Coordinate something so it would be possible for someone from Sydney to say: ‘I want to 
walk for a week, it’s summer, it’s hot, so I want to be up in the mountains, that sort of thing, 
where could I go?’ – ‘Here’s a brochure, this will give you the context and enough 
information and if you are interested you get on the Net and get more information…’ Much 
about that is getting the knowledge together and coherent enough that someone who 
wasn’t involved on the bushwalking club in Armidale could pick up and say: ‘hmmm… with 
a bit of work I could do that’… but have enough information that say: ‘ok, there’s three or 
four contacts here, I can actually go and do it’. 
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Figure 37 – View from Wrights Lookout, Lyrebird Walk, New England National Park on the Waterfall Way 
Photo: Glen Chapman 
 
 
Figure 38 – Autumn colours in Elm Avenue, access to the University of New England, Armidale 
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Figure 39 – Armidale’s Place identity Themes.  
Concept Map based on place identity conversations undertaken in Armidale during March and April 2006 
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Dorrigo 
Three significant characteristics define Dorrigo’s identity: its landscape, the wet climate, and its small 
country town atmosphere. The landscape shapes Dorrigo as the place with a singular combination 
of lush green coastal mountains that form an edge between the farming hills, the rich rainforest and 
the seascape with its far vistas. The rain and the wetness, combined with interesting cloud 
formations, electric storms, and the mist that rolls up the mountains gives Dorrigo a special 
mysterious mood. It smells wet and fresh. Dorrigo has “secret places” that visitors are taken to when 
they show interest and ask about certain features. 
Another interesting feature of Dorrigo’s landscape and weather is the effects of light that glows 
through the skies over the land, with the clouds creating an impressive spectacle of light and 
shadow over the plateau. This light show seems to inspire the Dorrigo Dramatic Club performances. 
Everything “glows” in Dorrigo (Figure 40). After rain, the fields shine golden with wetness reflecting 
the sun, and at night, the open fires lit in the houses and gleaming candles at the restaurants create 
a special atmosphere both for residents and for visitors. 
Dorrigo’s small country town character invokes a very welcoming, friendly and relaxed feeling. The 
quietness, the simplicity and the natural ambience, that little bit of extra time when people stop and 
have a chat with someone down the street, the small shops that are very different from the “glamour 
shops you can find everywhere”… all these make visitors from big cities think about the small, 
simple but special things that they have perhaps long forgotten. 
Another aspect of the country town ambience, however, is reflected by a very strong reaction to 
protect its essence. Local people do not want their places spoilt by high volume uncontrolled 
tourism or unmanaged development. It is an important issue that must be raised, and that brings to 
the surface concerns such as: How to balance tourism activity in Dorrigo in a way that is good for 
the local business and people, but that does not spoil the small country town lifestyle and 
protocols? How to locally manage development and change so that it brings well-being to the 
place, not only “growth”, jobs and money? 
According to the locals, Dorrigo places and experiences seem to be characterised by the 
landscape and a certain edgy character between different ecosystems and the rich wildlife 
associated with them, by the lush, wet, green and fresh ambience (Figure 41), the possibilities of 
close contact with local people, culture, produce, restaurants and cafes, secret places, the offering 
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of tiered experiences involving multiple levels of discovery of the place, and a willingness from the 
locals to receive visitors as friends. For the Dorrigo stakeholders, visitors should come in low 
numbers, should be “people who care” and are willing to learn about and share the place. 
 
Figure 40 – Dorrigo’s “glow”. Photo: Manuela Taboada 
 
 
Figure 41 – Waterfall at Dorrigo Rainforest Centre, Dorrigo. Photo: Manuela Taboada 
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Figure 42 – Dorrigo’s Place Identity Themes  
Concept Map based on place identity conversations undertaken in Dorrigo and Thora, 30 January 2005, 1-2 
February 2006 
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Bellingen and Urunga 
Bellingen and Urunga are both shaped by water. The river flowing to the sea through the town of 
Bellingen brings fertility, freshness and greenness to the fields around it. It joins with the Kalang River 
at Urunga and completes the connection between the hinterland and the open ocean. The Bellinger 
River constitutes a natural link between the two places, both socially and economically speaking, as 
well as in the ecological sense. It brings together different ecosystems generating a special 
encounter of diverse wildlife. 
Not only wildlife finds a comfortable place in the Bellinger Valley. Throughout the decades, 
contrasting social groups have moved in and established themselves in this place. The European 
settlers established their farms and the commercial centre of Bellingen in the late 1800s. Later, in 
the 1970s the alternative lifestylers purchased land in the area and built their homes, and in the 
1990s people from the cities came into town, looking for a different quality of life. 
The harmonious combination of lifestyles from these three major social groups is a significant aspect 
of the identity of the place. Arts and crafts combine with high quality restaurants and cafes, organic 
local produce, music and festivals, and an easy, relaxed way of living life to create a special 
ambience and cultural richness for Bellingen. Add to this the beauty of the surrounding farms, the 
old colonial buildings, the wildlife and the glow of the river, bats flying over the bridge at dusk, 
clouds rolling from the plateau, insects that glow at night, and it is easy to understand where all the 
‘magic’ comes from (Figure 43). 
This enchantment flows in the river down to the coast, meeting the mangroves, the waves and the 
white sandy beaches in Urunga. After meeting the Kalang River, reputed to be the least regulated 
and most natural stream in South Eastern Australia, the river becomes a beautiful estuary that is 
home to many plants and animals, from fresh and salt water,  
The unspoilt shores of Urunga and the natural beauty of the Bellinger Valley are perfect for 
interactive ecological holidays, where the smell of the sea is combined with those from jacarandas 
and gum trees in flower. The greens, blues and whites from the river and the sea contrast with the 
warmth of the colours evoked by the vibrant cultural lifestyle in Bellingen. 
However, Bellingen, Urunga and the other locations around them are places to be remembered not 
only for their general magical feel, big shores and lively markets, but for the little things that make the 
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experience in these places special, such as friendly people saying hello to you on the street, 
kangaroos and kookaburras coming so close you can touch them, listening to the cicada 
percussion during a lazy afternoon sitting on the veranda. According to the interviewed locals, these 
“little special things” are experiences that are never forgotten by a visitor. 
Some key features characterise the experience of Bellingen and Urunga, such as being close to the 
sea and at the same time a gateway to the mountains, and the country town feel with rich and 
diverse cultural expressions. Additionally, the combination of strong community relations and high 
quality entertainment generates a relaxing, laid back atmosphere, with singular natural beauty 
creating a perfect place to “recharge your batteries” (Figure 44).  
 
 
Figure 43 – Bellingen at night. Photo: Manuela Taboada 
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Figure 44 – Pelicans in Kalang River estuary, Urunga. Photo: Leo Dutra 
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Figure 45 – Bellingen and Urunga’s Place Identity Themes  
Concept Map based on place identity conversations undertaken in Bellingen and Urunga during February 
2006. 
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Coffs Coast 
Coffs Coast is strongly shaped by its striking landscape with the mountains coming so close to the 
sea. The beautiful coastline, crossed by rivers “bursting with everything”, swirls into cosy bays 
offering a number of deserted beaches, pleasant spots and impressive headlands showing 
extensive ocean vistas. 
The vast deep blues of the ocean and the skies contrast with the lush green of the 
mountains and the forests, all trimmed by white sandy beaches and golden rivers flowing 
through. These vistas to the ocean and to the hinterland evoke some mysteries around this 
place. The ‘unreachable’ islands that for most of people living here are only seen from one 
side; the deepness of the ocean, and its creatures that have always fascinated humans 
contrast with the vastness of the green forests on the other side, hiding its unique links and 
relationships that for some unknown reason, keep us alive (Sue Webber, Woolgoolga). 
A number of ecosystems converge in this area and generate an interesting diversity in terms of 
vegetation, wildlife and landscape. These encounters happen in a north–south direction, where the 
cooler systems from the south encounter the warmer ones from the north, on land and at sea, with 
currents flowing from north to south and vice versa. There is also the encounter of land and water at 
the seashores, and the fresh water from the rivers coming into the salty ocean. Freshness and the 
smell of the sea coming from the surf sprays can be felt far into the hinterland. 
Coffs Coast also offers big spaces – vast ‘empty’ areas that can be enjoyed on a tranquil kayak trip 
along the rivers, by strolling on one of the beautiful and deserted sandy beaches, or simply through 
observing the colours of the sunset on the headlands. 
Some features seem to be particularly important to the interviewed community members and 
stakeholders. During the conversations they offered some management insights and strategies to 
portray these features – ideas such as creating mechanisms to help deepen connections and 
coordination between attractions, experiences, operators and accommodation systems, offering 
support to small operators, sharing information, and focusing the communication strategies on 
clear, identifiable themes that people can easily relate to. 
People from Coffs Coast suggested that a good strategy to portray the region would be to focus on  
“journey experiences”. This kind of promotion would encourage visitors to slow down, travel the 
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landscape slowly, giving themselves time to reconnect with nature through understanding the links 
and relationships within and between the different environments.  
Building walking and cycling tracks that cluster and connect places in the region was suggested as 
one way of encouraging “slow travelling”. Another interesting insight suggested that through 
travelling slowly, the landscape can be understood as a story in itself, to be read in full or chapter by 
chapter. 
Combined with these concepts were the ideas of showing and emphasising the natural 
environment and nature-based experiences, as opposed to the heavily marketed, man-made 
attractions. Keeping the enthusiasm, the relaxed feel, and aiming to exceed the visitor’s 
expectations were suggested as a way of being ready to “share people’s best days”. 
 
Figure 46 – View from Emerald Beach headland, Coffs Coast. Photo Manuela Taboada. 
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Figure 47 – Coffs Coast Place Identity Themes  
Concept Map based on place identity conversations undertaken in Coffs Coast from during February 2006. 
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6.3.2 Insights from the community on products and 
opportunities 
The diversity of landscape offers the possibility for a varied set of experiences: natural, historical, 
artistic, indigenous, relaxing and pampering; headland, hinterland, tableland; sub-alpine, sub-
tropical, sub-marine. The region can be experienced in very different ways, and through themed 
packages the experiences can cater for multiple interests.  
“You have almost five regions for birdwatchers in this area…  
Bird-watching is probably a marketing target as well; in five or six days people can 
experience a pretty good cross section of Australian bird life” (Ruth Holmes, Dorrigo). 
“The good thing about the diversity of this place is that we can make it appeal to a broad 
section of people” (Roger Fryer, Coffs Harbour). 
Indigenous tours can be created for visitors to be able to experience the different traditions of the 
three indigenous groups in the area from the tablelands to the coast, landscape and geological 
tours around the remains of the ancient Dorrigo volcano and the regional geological history, as well 
as historical and artistic tours, photography workshops, etc. The possibilities for themed activities 
are extensive. 
Tiered experiences can be offered with multiple levels of discovery of the land and the local 
people. A weekend trip could well suit locals that live at the coast and want to experience the 
warmth of an open fire and a bottle of wine on a cold night in Walcha. A week trip will give city 
people the chance to loosen up, to listen to the silence of the bush and view the lush green 
paddocks in Dorrigo. The focus should be on clear identifiable themes that people can easily relate 
to. 
You should be able to make a feature in some of the areas of having open farms, or farms 
that actually cater – not for accommodation or anything – but if you have a family or group 
of people come, and there’s sheep property or a cattle property or a dairy farm that by prior 
appointment people could pay a bit and spend the day and see what the farm is about 
(Rod Holmes, Griffith Lookout, Dorrigo) 
In terms of accommodation, there seems to be regional potential for high quality stylish but relaxed 
places to stay to be combined with different types of activities. Visitors would be able to have closer 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   166 
contact with locals, and discover local food products, local restaurants, arts & crafts, etc. This kind 
of accommodation could reflect the real Australian rural way of life and be a feature in itself, as 
described by Rod Holmes of Dorrigo: 
With the accommodation, that can sort of be made a feature, like your pub crawl type of 
thing, like, you go and stay and meet the locals; the Ebor Hotel, The Dorrigo Hotel, The 
Federal Hotel in Bellingen, that’s part of the experience, you go and stay at these old hotels, 
and you know, the locals will be in the bar, so as long as the tourist are not outnumbering 
the locals, and only talking amongst themselves… smaller groups” (Rod Holmes, Griffith 
Lookout, Dorrigo). 
In Europe that’s completely understood… in Europe, of course you buy the local product, 
of course you buy what’s grown and produced locally, because of course that’s the best in 
that place, but in Australia we still haven’t got it (Sue Webber, Woolgoolga). 
Coordinating information and working together seems to be a recurrent demand from the 
community members and stakeholders. Working together as a region without losing the character of 
each place, building partnerships, cultivating relationships and links between places and businesses 
that can help connect places, accommodation, experiences and activities. This seems to be the 
main management tool to have the brand successfully implemented.  
Simple actions such as organising an integrated list of events that are happening from Walcha-
Guyra to the Coast, and having information about accommodation and possible activities on either 
side of the Way could help operators better indicate to visitors what is available where. 
I think it has to be branded as one, and marketed as one  
(Lyndal Coomber, Coffs Harbour). 
We should be linking together, we should know what each other is doing… We should be 
working more closely [in terms of tourism]; I like the idea of a website where you have it all 
connected (…) We need something that links us all together… it’s hard to find the 
information on what to do (Nicole O’Malley-Jones, Guyra) 
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With a little bit of organisation, those experiences could be incorporated for people that can 
spend two weeks, you know, travelling from Armidale to Coffs, and they can have 20 
different experiences, with farms, forestry (Ruth & Rod Holmes, Dorrigo). 
Other interesting opportunities involved working with the concept of the Waterfall Way as being an 
environmentally friendly, sustainable ‘way’, having short easy walking tracks (2-3 day walks) making 
the country “more accessible to the general public”, creating cycling tours and experiences that can 
be either soft and supported or more focused on the independent traveller, building capacity for 
local people, specially local youth, stimulating opportunities for more contact with Indigenous 
culture, and more importantly, finding ways to get visitors “out of their cars” and off the main roads 
to see the places, spend some time, stop for a coffee, and maybe stay one more night in the area. 
It’s all very well having couples and the very fit and whatever else, but to me if you could 
include anybody who is fit enough to walk, it would be excellent (Liz Elda, Walcha). 
I would personally like to see this track suitable for cycling (George Hudson, Urunga). 
You could even have people with the bikes on their cars that could do little short cycling 
tour around an area… and with a little bit of addition, those cycle tracks can be 15-20km, 
little day cycling trip, when people could leave their cars in the motel and do their little cycle 
tour, then they can move on and do it somewhere else (Ruth & Rod Holmes, Dorrigo). 
I found it a bit sad that they dropped off this idea of a long distance walking track through 
this country (…) People walk things like that, maybe not at once… but there is this market 
(Anita Menhoffer, Bellingen). 
(…) a good education program about teaching the locals how to behave, a lot of the local 
business people are just terrible, they just don’t know how… to give that little bit extra to 
make people feel special (…); training us all on how to be better and how to welcome 
people… (Ruth & Rod Holmes, Dorrigo). 
You drive through a region and say ‘oh it’s beautiful’ but you don’t know what to be looking 
for, but if you give people reason to stop and say ‘oh! This is interesting’, and if it took them 
an extra 20 minutes to go through Inverell, they might stay for the night… (Nicole O’Malley-
Jones, Guyra). 
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6.4 Regional Identity – the brand essence  
“Identity is central to the direction, purpose and meaning for the brand” (Morgan et al., 2002). 
Further, Kotler and Gertner (2002) point out that “tourism requires image making and branding 
grounded in the place's reality”. Therefore, as discussed in Chapter 2, the closer the definition of a 
regional identity is to local values, the more likely it is for the destination brand to attract tourism 
activity that is in line with the place. Local people’s values are translated into an image that is more 
suitable to establishing an emotional relationship with the targeted customers, and with local people 
themselves. 
This understanding is in agreement with the thoughts of Aaker (1996) when he defines brand 
identity as:  
A unique set of brand associations that (…) represent what the brand stands for and imply 
a promise to customers from the organization members. (…) Brand identity should help 
establish a relationship between the brand and the customer by generating a value 
proposition involving functional, emotional or self-expressive benefits (Aaker, 1996). 
In the Waterfall Way branding process the brand was conceptualised by local stakeholders 
themselves, facilitated, supported and finalised by experts, and informed by market research data.  
The individual open conversations had a guiding theme, but there was no specific direction to be 
taken (Chapter 5). From them it was possible to collect impressions and perceptions of the 
interviewed people in relation to their places (Section 6.3). These were important in outlining the 
individual character of each place and how it is connected to the region as a whole. 
These place identities later informed the brand concept development. The brand concept workshop 
was focused on creating the regional identity concept. The outcomes of this workshop included the 
brand identity, the conceptual design of the communication elements and strategic guidelines for 
the management of the brand. This section is concerned with the regional brand identity concept, 
the facts and essence that comprise the meaning of the place and what people have to offer.  
The next section (6.5) is dedicated to describing the regional image (perceived identity), and how 
the attractors that exist in the region can be communicated in order to create an emotional 
connection with potential visitors. 
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6.4.1 The Waterfall Way Brand Essence 
Nature is seen as an antidote to the restrictions of city living, an antidote that works by connecting 
people through their senses (Chapter 3). This encompasses the sense of stimulation of enjoying 
beautiful sights, listening to the birds, feeling the earth under the feet, smelling the sea or tasting 
typical local fruit. 
This concept was the main inspiration for the development of the brand essence, which is based on 
stimulating a genuine connection to nature by travelling slowly through the ever-changing 
landscapes from the Tablelands to the Coast. 
It’s trying to go back to feeling the earth beneath your feet, the mud between the toes, and 
walking through the bush, like our ancestors did… To slow down, come back and smell 
the trees… (Charlie Winter, Bush Walking Guide, Walcha) 
In other words, the brand essence for the Waterfall Way is based on the diversity of local 
landscape, with its unspoiled “secret” places, varied climate, activities and experiences available 
along the relatively small area at hand, and the distinctive local cultures combined with a 
willingness of the hosts to share their places and ways of living with visitors. 
These points fit with the Tourism NSW nature-based tourism marketing research, which indicates 
that the ideal nature holiday for the domestic market should include relatively unspoilt places which 
offer a variety of experiences and levels of involvement, opportunities for relaxing and leisure, 
contact with local culture and produce, all underpinned by sustainable values and practices. 
The diversity of landscape, climate, culture, ways of living and experiences available in a relatively 
small area is a significant point of differentiation for the region. 
Significant natural heritage areas, historic towns and buildings, centres of culture and art, unspoiled 
‘secret’ places that can be ‘discovered’, and the possibility of combining significant natural and 
cultural attractions in one place add interest and value to the diversity of experiences available in the 
region. These combinations could happen anywhere, but its distinctiveness emerges from the 
possibility of having all these features together in an area of around 200km between the tablelands 
to the coast, which can be covered in a day trip. 
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At the very least, the emphasis would seem to be on natural plus cultural---any town in 
Australia has 'bush', but few have the combo of natural and cultural that Armidale has 
(Robert Haworth, Armidale) 
It’s just beauty… you’ve got the sea and these virtually unspoilt beaches, you go through 
this very fertile valley and through this magnificent rainforest, and then cross the Dorrigo 
Plateau which I think is one of the most beautiful areas, and up to Armidale; you got the 
tablelands, so you go through such a change in such a short period… (Marion Finlayson, 
Bellingen /Urunga). 
(…) nature and peacefulness, alongside the buzz and amenities like restaurants, shops and 
entertainment of a city – although it is only a small one! (Lyndall Coomber, Coffs Harbour) 
In addition to the physical aspects of the diverse regional landscape, each place provides its own 
distinctive ways of living, from sheep grazing to surfing. Furthermore, local hosts can be warm and 
friendly and willing to share the best of their places and part of their lifestyle with visitors who are 
interested and care. 
Staying at well-organised, stylish local bed & breakfasts or farm-stays that reflect the lifestyle of each 
part of the region can give the visitors a very intimate and close contact with the real life of the area. 
This contact, the yarns and conversations can lead to the discovery of small special things that may 
not be in any brochure or local guide. 
I invite people that are at the lookout to come and have a cup of tea here… They just come 
in, and I think they think they are the only ones, but I have this little book here… and then 
they say: ‘Oh… remember me? I was the one who you picked up at the lookout…’ but I 
pick up 200 at the lookout… (Ruth Holmes, Griffith Lookout, Dorrigo). 
Receiving visitors as friends requires attracting to the region people who care, who are willing to 
share nature and the place and who desire to have this deeper contact with locals. This, in turn, 
creates opportunities for learning, appreciating and protecting. 
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Some key points of differentiation were expressed by the participants to support the concepts 
described above: 
 diversity of tracks, ways, intermingling maze; 
 combination of natural and cultural heritage; 
 change of altitude, from beach to tablelands, the waterfalls and gorges dramatically represent this 
change; 
 from sub-alpine through sub-tropical to sub-marine in approximately a two hour drive; 
 diversity of landscapes, geological features and ecosystems; 
 receiving visitors as friends; 
 something interesting and different to do at any time of the year; and 
 offering different experiences for different people. 
 
The concept map on Figure 48 shows the key regional identity themes and opportunities that were 
raised in the individual place identity conversations. Through the relationship between the themes, it 
is possible to see the emergence of an image theme around ‘connection’. This map was designed 
after all the conversations had taken place, and informed the Brand Concept Workshop (Chapter 5) 
as an introduction to the research already done. It was used as scaffolding for the next stage of the 
work: to design an image for the region that is attractive to targeted visitors and, at the same time, in 
line with the region’s essence and values. 
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Figure 48 – Concept map showing the interconnections of the key regional identity themes as findings from the 
local conversations  
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6.5 Regional Image: the story to be told 
It’s the story you tell to the outside world that will shape people’s expectation, and shape 
who comes here, and if you keep telling them: come here because you are going to relax 
and unwind and connect within this amazing environment… that’s what they will expect… 
(Sue Webber, Woolgoolga) 
Combining the results described earlier in this chapter, the participants of the branding process 
agreed that the main message for communicating nature-based tourism in the Waterfall Way is 
connection. This theme can be explored at multiple levels, and may mean connection between the 
different places along the region, connection to the changing landscapes and nature, connection 
with local people and lifestyles, connection with local art, culture and history, and eventually, 
connection with self, through the journey.  
There’s something very nice about being closer to nature, it’s not tangible, there’s 
something that happens to you that makes you feel like a million bucks; you just feel so 
bloody good! (Alan Gunthrie, Urunga) 
This ‘connection’ message is deeply related to travelling slowly and spending more time in each 
place, shifting tourism activity from being destination based to being journey based. It involves 
learning about nature, the landscapes and their features, about local culture through history and 
stories and through sharing the local ways of life with local people. 
It is also about offering a tourism experience that is grounded in real life, rather than a Disneyland-
like experience that is constructed for the sake of tourism itself. Nothing is staged between the 
Tablelands and the Coast. One of the suggested tag lines for the area was: “Come and share our 
special places and stories, re-connect to nature and to real life”. 
The participants outlined some central points to support the ‘connection’ message.  One of them is 
related to sharing the nature of the places at many levels, sharing the “real thing”, learning about the 
place, listening to stories, travelling the land with the hosts who know the local “secrets” and can 
guide the visitors in a journey of discoveries. Another important aspect of the connection theme was 
related to travelling slowly and understanding the landscape, experiencing the landscape as a 
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narrative that can be experienced as a whole or bit by bit, as one reads the chapters of a book, 
allowing time for the story – landscape – to change oneself. 
We’ve got to realise that tourism is our future... and it doesn’t mean lots more cafes and 
things like that, it could mean these little niche, ‘boutiquey’ type secret locations (Desmae 
Harrison, Dorrigo). 
This is the sort of area that people need to actually experience, because it’s not the sort of 
area that has a large number of the so called ‘icons’, things to tick off, but it’s got lots of 
nice little things that are very rewarding if you take the time to stop and find out about. They 
are the things that I remember more than the name of the town, you might say ‘where was 
that place that had that brilliant walk that went past those unusual trees?’ (…) that sort of 
distinction (Aquarelle B&B, Bellingen) 
Come and stay, and see the work, and experience the farm life (…) and the pampering 
side of your life can be catered for too (Nicole O’Malley-Jones, Guyra) 
We have comments of people who earn ‘squillions’ of dollars in cities; they’re life is just full 
on and they come here and they actually question their lifestyle, because they sort of look 
at our lifestyle and they think ‘oh, you are doing ok, you’re not starving, you have a roof over 
your head and life is ok… people just opening their eyes and rethinking their values’ (Dina 
Luciani, Dorrigo) 
If anyone passes this way on their journey through life, I trust they will be touched by peace 
as a way of life (Rosemary Yates, Mt. Hyland, Dundurrabin) 
6.5.1 Communication Tools 
One of the functions of a brand is related to communicating a message about a product, business 
or place in order to build or reinforce the image around this product, business or place (Aaker, 
1996; Kotler & Gertner, 2002; Marzano, 2006). Many different tools can be used to communicate 
this message. The primary ones are the verbal and visual tools, words and pictures. 
Brand image is defined as the way customers and others perceive the tangible and intangible 
features of the brand (Aaker, 1996; Landor Associates, 2005). In order to create the correct 
perception, the communicator has to develop an effective message; to find a theme or appeal that 
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will produce the desired reactions (Kotler, Bowen, & Makens, 2006, p. 546). This section describes 
the results of the collaborative conceptual design of this message, the story to be told in order to 
start building a desired image in the customer’s hearts and minds. Developing brand image consists 
of shaping the message and its elements in order to better reflect the identity of the place. 
It can be defined as a sort of a translation job – translating the identity of the region and the brand 
essence into various different languages (verbal, visual, tactile etc). The place’s identity is 
communicated to the public through every sense. Every point of interaction between the brand and 
the customer is important. Therefore, in order to have a consistent message for the destination, the 
media used need to be very clear and there needs to be agreement in relation to how this message 
is communicated. 
This section is organised in two parts, each describing the translation of the Waterfall Way region 
identity themes into visual and verbal languages.  
Visual communication tools 
The participants understand that the region should be visually represented by the use of contrast 
between colours and typographic styles. These can help communicate the diversity between both 
ends of the region – the high altitude, cool tablelands and the lush, wet, warmer coastlines, the 
changes of altitude, clean air, natural environment and the weather. 
The colour palette suggested by the participants should include an arrangement of pastel colours in 
shades of green, grey and blue, punctuated by bright detail elements in reds and golden, like a new 
grown snow gum with its blue grey leaves and fiery red stem. This combination could represent the 
natural colours of the landscapes that gradually change from the deep greens of the coast and 
rainforests to the pale greys and blues of the tablelands. At the same time, the use of soft pastel 
colours brings a sense of spirituality and rest, which is activated by the contrasting elements of 
bright reds and golds. These bright colours also point out to the contrasts and differences along the 
region, as well as to the discovery of each special, though sometimes small, feature of each of the 
places scattered across the region. 
The bright elements spotted into generally soft colour combinations can also bring some dynamics 
into the composition and is one way of communicating local diversity. The colour combinations can 
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also be used in the opposite way, when convenient: having a very bright, reddish composition with 
spots of coolness from the blue greens and greys. 
The idea of using a contrasting colour composition is to be transferred into the typography and 
illustrations. It was suggested that easy to read, crisp and clean typography should be used for 
most of the long texts. However, this crispness should be combined with handwritten elements. It 
was suggested that a regional typeface could be created specially for this. 
It was decided that a handwriting style should be used to draw maps and other illustrations 
throughout the project. Maps should be accurate, but tracing should be very organic. Any graphic 
element should have a natural, ‘hand-made’ feel to it. This kind of tracing style, which avoids lines 
that are too straight, is a good match with the winding roads and ways in the region. Cursive writing 
and organic tracing imply a human character to the designs, suggesting the feelings of warmth, 
intimacy and personal communication that have been identified as elements of the brand essence. 
Generally, it has been suggested that printed material should have a minimum of text and have the 
images taking up most of the space, against white backgrounds that give breadth and energy to the 
composition. The region has a life of its own. This energy should be reflected in the communication 
tools (brochures, websites, etc). 
Other insights into the visual communication of the brand included the use of landscape images 
mixed with some detailed macro images. The use of soft, matt, recycled paper was also 
recommended, as the participants highlighted that anything glossy looks too “plastic”, and the 
region is “the opposite of plastic”, it is natural, soft and real. 
Another key thing for me is authenticity, and scientific accuracy of [the images] will be 
critical to us. It’s a bit like, we don’t ‘Photoshop’ our images. There’s a bit about not making 
false promises, but it’s also about the place being beautiful enough that you don’t need to 
enhance it (Barbara Webster, Dorrigo) 
Verbal communication tools 
It was decided that the tone of the verbal communication should be welcoming and familiar, as if 
talking to friends. At the same time, a sense of secrecy and discovery should be added to the texts. 
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The idea was to “tease, and not tell everything”, letting the visitors find out some of the features of 
the place by themselves, and giving them space to find themselves in the places as well. 
The welcoming and familiar tone should be used in all dimensions of communication, including the 
visual apparel and other aesthetic features. More importantly, the behaviour of hosts should match 
this language in order to faithfully deliver the brand promise. This, however, should not be hard to 
achieve, as it was the local hosts themselves who made the suggestion of using this “warm and 
familiar” tone. 
There has been a strong recommendation from the participants to use quotes from conversations 
with locals, and stories about their places. Poetic language was also a strong suggestion. Both of 
them have the potential to create an emotional connection with the potential customer. Poetry can 
be clever, local, and talk about nature and the places. It is an elegant and effective way of attracting 
the public that are seeking a kind of holiday in which they can have a deeper connection with locals, 
combining high-class services and accommodation. The poems can be a metaphor in themselves, 
becoming a powerful symbol of the merged cultural and natural aspects of the Waterfall Way region. 
There was some discussion in relation to the name to be given to the area as a tourism destination. 
“Waterfall Way” seemed to be a natural option, however not everybody liked it as it strongly evokes 
water – a resource that does not always fall in the region. However, this is the name by which the 
area has been called since the naming of the road connecting Armidale to Bellingen. In this case, 
the taglines or slogans would be the element to create the differentiation in communicating the 
place. The naming process as well as the visual and verbal tools are discussed further in the 
following subsections. 
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Name and Theme 
The quotes below express some of what was said during the local conversations about what the 
region should be called. It is important to emphasise that during the conversations no direct or 
indirect questions were asked whatsoever about a name for the regional tourism product. During 
the interviews, the name issue was raised – whenever it was raised at all – by the interviewed 
person. 
The Waterfall Way is such a good snapshot of what the Australian Country is like, and you 
have the gorges, the waterfalls… and yet it’s very accessible to Sydney, to Brisbane… 
(Marion Finlayson – Bellingen/Urunga) 
The Waterfall Way is a pretty strong route brand; I don’t really use any other word to 
describe the area. (Barbara Webster, Dorrigo) 
Waterfalls are a good image, everybody relates to it, bushwalkers, day trippers, etc… 
(Roger Fryer, Coffs Harbour) 
I think we need to advertise the Waterfall Way as a name grabber” (George Hudson, 
Urunga) 
During and after the brand concept workshop, some advantages and drawbacks of using “Waterfall 
Way” as a brand name were thoroughly discussed and the points raised through these discussions 
are summarised in Table 5. 
Table 5 – Advantages and Disadvantages of using the name Waterfall Way as a brand name for the nature-
based and ecotourism products in the region between the New England and Coffs Coast 
Advantages Disadvantages 
 
It is how the place is already called, and has been called like 
that for some time. 
 
Marketing advantage – name is already there, does not need 
the effort of building something completely new. 
 
Refers to the road, which is the backbone of the link 
between the Coast and the New England Tablelands. 
 
Has wide recognition and acceptance amongst the 
communities, operators, stakeholders and visitors. 
It clearly describes the location, and is easy to be found in 
any map. 
 
Any other name that is chosen will need to make some sort 
of reference to The Waterfall Way area / road. 
 
The name has been used before by many other businesses 
in the region, this can “dilute” the strength of the brand. 
 
Need clarification on “rights”, as it is the official name of the 
road (RTA). 
 
The word “waterfall” evokes an immediate image on people’s 
mind, and may create an expectation that cannot always be 
met: of having lush green, wet waterfalls all along the “Way”. 
“Most of the times there isn’t a single drop of water falling 
from the [western] waterfalls” – James Rainger. 
 
Control of the use of the name: nowadays people can use 
the Waterfall Way name as they please, how to manage this 
use in order to communicate through it the principles that are 
supposed to be spread by this project? 
 
Some places that are part of the project, such as Walcha 
and Guyra are not located on the Waterfall Way road. 
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At no moment was there consensus in relation to the name to be adopted, but there has been a 
(reluctant) collective agreement to use “Waterfall Way” as the brand name. It was also agreed that 
distinctiveness would be brought into the brand communication through the tagline, theme, 
language and visual treatment given to the brand apparel in order to diminish some of the problems 
highlighted by the participants (Table 5). The graphic design team was then assigned to work on 
three suggestions of taglines/themes according to what was discussed during the local 
conversations and brand concept workshop. 
During the next stage of the brand work, the team came up with other ideas for names that were 
written by some participants but unspoken during the workshop. One of them, written by Thomas 
Briggs was “Big Spirit Land”. This name had a very strong emotional appeal and was in line with the 
brand concept of connection to the land in all levels. The main issue is that it may not be culturally 
appropriate to use, as it represents an Indigenous way of naming country that may not be shared 
with other Indigenous groups or other community members. Other ideas came along around the 
nature of the landscape: “Great Gorge Country”, “Escarpment Escapes”, “Falls Country” (the old 
dialect name for the region), and so forth. 
The issue of choosing the brand name was discussed further after the workshop, and members of 
the Project Management Committee were keen to discard the community decision made during the 
brand concept workshop in order to use some of the new proposed names. The main issue around 
the decision of the name, however, was not only about the appropriateness, creativity or technical 
features of any name, but about considering the faithfulness to the collective process that was 
chosen as a method to develop the brand. Issues of ownership and empowerment around the 
tourism product should be seriously considered in relation to the success of its implementation.  
I guess it’s got to be something that people actually own… (Fiona Barden, Coffs Harbour) 
Based on these ideas, a final decision was made by the working team following the decision around 
the name suggested at the brand concept workshop. “Waterfall Way” should be used as the brand 
name. This decision was later supported by the project management committee and most of the 
stakeholders. Further discussion on the decision of the name and its impact in the collaborative 
design process is presented in Chapter 7. 
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This chapter presented the findings and results achieved with the application of the collaborative 
brand design methodology described in Chapter 5. The results were used to inform the graphic 
design team in completing the brand work by interpreting and synthesising the information released 
from the community into finalised elements such as the logo, typographic styles, illustrations, 
imagery and other promotional material. The expert designers were responsible for translating the 
concepts outlined here into symbols. Results of this stage of the brand work are presented in 
Appendix 5. 
The following table summarizes the brand concepts designed by the stakeholders, which informed 
the work of the graphic design team. 
 
Table 6 – A summary of brand identity and image concepts, and respective communication elements 
Brand Identity Concepts 
(essence / meaning) 
Brand Image Concepts 
(message / promise) Communication Elements 
 
 
Connection 
 
 
 
 
Diversity of landscapes 
 
 
 
 
 
Connection with changing landscapes 
and environments 
 
 
Contrasting combination of colours 
and type 
 
 
Distinctive local cultures 
 
 
 
 
Connection with local people, cultures 
and arts 
 
Receiving visitors as friends 
Welcoming, familiar tone 
 
Stories and quotes from locals 
 
Poetic language 
 
 
Nature as an antidote to everyday city 
life 
 
 
 
 
 
Connection with nature and self, 
through the journey 
‘Hand made’ tracing style 
 
Recycled paper, matt, soft, natural feel 
 
Use of white space 
 
 
Travelling slowly -> journeying 
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Summary 
The Waterfall Way sustainable tourism initiative collaboratively developed a regional brand in all its 
levels: identity, essence, image, communication tools and management. The involvement of the 
community members and stakeholders in the branding process was definitive to the distinctiveness 
of the results achieved. 
This chapter presented the results from the market and place identity research exercises, as well as 
the findings from the brand concept workshop. It is important to highlight that the information 
presented in this chapter reflects local people’s opinions and perceptions about their places and 
regions. It represents their views and expectations in relation to the potential of the area as a tourism 
destination.  
The results presented here are related to the conceptual design of the destination brand. The final 
designs are presented in Appendix 5. 
Chapter 7 discusses the methodology and the results achieved in relation to the theoretical 
background presented in Chapters 2 and 3. Brand management issues that arose from the 
collaborative branding process are also discussed in the next chapter. 
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Chapter 7    
Discussion 
and Conclusion 
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"All the time we are guided by sensing the presence of a hidden reality 
toward which our clues are pointing"  
(Polanyi, 1967, p. 24) 
 
 
 
Overview  
This chapter reviews the aims of this study and discusses them against the achieved outcomes and 
theoretical background. 
The first section reflects upon the outcomes, challenges and difficulties encountered during the 
development and application of the collaborative brand design methodology. Section 7.2 reviews 
the consequences of the process on the place and its people, as well as some positive and 
negative aspects of the brand management strategies to be implemented. The next section reviews 
the role of the design process as a social tool to initiate change. Section 7.4 presents a conclusion 
to this study, and the last section outlines some opportunities for further research. 
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7.1 The Collaborative Branding Process  
The main objective of this thesis was to develop and apply a collaborative design methodology to 
brand a tourism destination. 
This study was underpinned by the concept of destinations as complex emergent systems 
(Chapters 2 and 3); therefore, the methodology developed through consideration of the multiplicity 
of agents that interact with each other to compose tourism experiences (Chapter 3, Section 3.1). 
The applied collaborative approach was appropriate to brand the Waterfall Way as it considered the 
diversity of places, stakeholders and potential experiences, as well as the specific issues 
encountered in the area, as described in Chapter 1 (Section 1.2). 
The collaborative brand design process created opportunities to initiate a shared understanding of 
the region, overcoming the factors that challenge the development of any destination brand outlined 
by Morgan et al. (2002) (Chapter 5, Section 5.1). Through engaging the multiple stakeholders in the 
creation of knowledge – the actual development of the visual and strategic components of the 
brand – their (sometimes divergent) points of coalesced to enrich an emerging regional identity more 
conherent than the underdeveloped, existing one. Additionally, by considering and stimulating the 
natural self-organising character of places and groups of people (Chapter 2, Section 2.2.3), the 
management of the branding process needed to rely less on control, and more on facilitating the 
emergence of multiple local leaders and on the use of instruments to establish a mass collaboration 
brand management system (Chapter 2, Section 2.3; and Chapter 5, Section 5.1). 
The collaborative design exercise demonstrated in this study proved to be efficient and to facilitate 
real solutions in terms of the brand concept design. It is an example of a bottom-up, top-down 
methodology applied to planning for places as complex emergent systems (Chapter 2). Other 
methodologies and approaches such as (Dray et al., 2006) and (Ettienne, Du Toit, & Pollard, 2008) 
also consider the interrelations between the elements within a system and could be adapted for use 
in works such as the one presented here. (Dray et al., 2006) describes a knowledge elicitment 
process where semi structured interviews with participants are combined with a card-game to 
construct local cognitive maps which are then modelled into role-playing games and used to inform 
decision-making process through scenario playing. Ettienne et al. (2008) describe the ARDI method 
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for co-constructing decision making models. It is based on collective defining the Actors, 
Resources, Dynamics and Interactions (ARDI) within a system, through well-structured workshops / 
focus groups undertaken with carefully chosen stakeholders. 
Both Dray et al.’s (2006) and Ettienne et al.’s (2008) methods have been widely tested and have 
shown successful results in engaging stakeholders and eliciting local knowledge in a structured 
way, informing computer generated models that are later used for collaborative planning / decision-
making processes. The main differences between these methods and the methods tested in this 
study are the way stakeholders were selected to participate in the process, and the way data was 
collected and interpreted. While Dray et al. (2006) and Ettienne et al. (2008) carefully chose their 
stakeholders according to their influence in the community and in making the decisions actually 
happen later on, the methodology presented in this study aimed to have a group of stakeholder that 
were self-selected and chose to participate on the process, and to combine this with a more 
subjective analysis of the collected data.  
The choice for a more open and organic methodology worked well for the creative development of 
the brand and its strategies, as it naturally attracted stakeholders that were representative and 
influential in their communities but did not exclude others that would possibly not have been chosen 
through a more structured selective process. On the other hand, this choice may have contributed 
to some issues later identified in the decentralised, self-organising brand management strategies, as 
described in section 7.2. 
Through one-to-one conversations and workshops (Chapter 5) it was possible to collect information 
about people’s perception of the area and, at the same time, stimulate reflection upon what is 
special about the researched places and thus reinforce a sense of belonging. Additionally, the 
collective process helped elicit tacit knowledge (Dray et al., 2006, p. 257; Polanyi, 1967; Rust, 
2004a, 2004b; Senker, 1995), in relation to communication design and promotional strategies, from 
people who would not normally be involved in these practices. This conveyed innovation, 
personality and authenticity within the results, informing and enriching the expert knowledge of the 
professional graphic designers (Nonaka and Toyama, 2007).  
The process effectively engaged local people in establishing the core values for the destination and 
the brand, an essential step in the process of positioning a destination brand (Morgan et al., 2002; 
2003). More importantly, local people were able to see themselves (their collaboration) in the final 
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brand and communication tools. Such was the level of ownership and pride it brought to some of 
the participants that they declared themselves to be willing to change their practices to fit into the 
principles of the newly developed brand, confirming the notion that a more inclusive methodology 
that is focused on bottom-up collaboration, can be efficient, produce effective results and elicit 
ownership and empowerment from the group of participants (Chapter 2, Section 2.3). 
Therefore, it can be said that this study responded to the previous Concept Plan and Feasibility 
Study in relation to the need for unearthing one unifying identity for the region, and for creating a 
branding system to communicate this identity (Chapter 4, Section 4.2.1). 
The following sub-sections focus on reviewing some aspects of the methodology as it was applied 
for the Waterfall Way destination branding, highlighting some positive findings as well as ways in 
which the process could be improved. 
7.1.1 Engaging, collaborating and learning 
Working collaboratively means being able to effectively engage multiple stakeholders from diverse 
backgrounds and guide them through open dialogue and action that is likely to promote shared 
learning among the participants. This learning forms the basis of the decisions that will be made by 
the group (Chapter 2, Section 2.3). During this research, three phases were identified in the 
collaborative process: engagement, dialogue, and decision-making. 
Engagement 
The engagement phase was a crucial one as it determined who were the participants that would 
make the decisions in the name of other stakeholders or community members that were not 
interested in the process. During the Waterfall Way project, the engagement of stakeholders was 
made through the Market Research Workshops. The kind of invitation used for these initial 
workshops (described in Chapter 5, Section 5.3.1) can be very efficient. However, in some localities 
where the workshops took place, public announcements were made only once and very close to 
the actual date of the workshop, which did not allow time for a large number of potential participants 
to make arrangements to attend the meeting. On the other hand, direct telephone calls and emails 
to key people from the community played an important role in the invitation process. They created a 
snowball effect with people inviting others who they thought would be interested in attending. 
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However, this kind of direct invitation inevitably creates a certain bias. In general, people who are 
directly contacted are naturally prominent members of the community and/or may hold some 
position in community groups or government agencies.  
Therefore, although not highly disruptive of the process as a whole as it was balanced with public 
announcements, this bias in the invitations for the initial workshops should be considered when 
analysing the outcomes of the process. This was especially critical for the branding process. Firstly 
because the invitations to participate (through following Place Identity Conversations and the Brand 
Concept Workshop) inherited this bias, as they were made to the attendees of the Market Research 
Workshops. Second, because the project naturally attracted people who were already interested in 
tourism and who invited other people who were also interested in tourism. In the Waterfall Way 
project this meant a very active participation of Coffs Coast stakeholders in comparison to a more 
timid participation of people from the Tablelands. 
Nonetheless, during the one-to-one conversations with the self-selected stakeholders (Chapter 5, 
Section 5.2.1), opportunity was given for them to indicate someone who they thought would be 
interested in being contacted. These conversations were an opportunity to interact more closely 
with the participants, giving them enough time to express their opinions and views without the peer 
pressure that exists in workshops, meetings and group interviews. This was especially important as 
the conversations involved expressing personal, aesthetic views of their places.  
Therefore, the one-to-one conversations were very important to the engagement process as well as 
in building trust between the stakeholders and the brand project team (Chapter 2, Section 2.3.1). It 
was also noted that people who joined this part of the process felt more comfortable in participating 
closely and expressing their opinions throughout the future stages of the project. 
Dialogue and collaboration 
This research showed that, as described in Chapter 5 (Section 5.1.1), the application of 
open/unstructured dialogue techniques for the interviews and workshops helped to elicit information 
about people’s perception of their places. It also generated interaction between stakeholders from 
different areas of the region that had not happened before. This happened at different levels: 
individual conversations allowed people to express their deeper feelings, views, opinions and 
abstract perceptions about their places and the tourism initiative itself, while group interactions 
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enabled dialogue and collaboration among the participants, and the team of experts, at the same 
level. 
The various levels of dialogue were achieved through different media. In the initial market research 
workshops, where more people were present each meeting, information was collected on concept 
maps (Chapter 5, Section 5.1.2) that were drawn by the researcher (Appendix 1), according to the 
very structured set of questions that were elaborated by the market research team. Later on, these 
were combined with data from questionnaires that were distributed among the participants 
(Appendix 1). The dialogue in this case had its focus between the participants and the facilitators, 
rather then among the participants themselves. This stage had a more consultative character than a 
spirit of collaboration. Its importance lies, though, in providing a platform to initiate more profound 
and shared conversations about the place and the sustainable tourism initiative in the area.  
Another level of dialogue was achieved during the one-to-one conversations about place identity 
that followed the market research workshops. These conversations were also between the 
researcher/interviewer and interviewee, rather than amongst the participants. However, they allowed 
for the collection of more personal and intimate views of the places. Later, the concept maps that 
represented each conversation and place were shared among all participants (Chapter 6, Section 
6.3.1). 
An aspect of the conversation process that is interesting to note is that, although the conversations 
were individual to start with, they became part of a dialogue as they were compiled in impressions 
of each place – through concept map representation (Chapter 5) – which were shared among the 
whole group. These maps were then transformed into a small report that represented the identity of 
the place as understood by those people who were interviewed, and, of course, by the 
interpretation of the interviewer/researcher. It is important to highlight, however, that information 
about the places that were retrieved from the conversations (Chapter 6, Section 6.3.1) represent 
the perceptions of the people being interviewed, and sometimes do not coincide with the historic or 
geographic features of the region as formally described by academics (Chapter 4). 
A third level of dialogue was within a virtual setting. A channel of communication was continuously 
maintained between the team and the participants, and among the participants themselves, through 
emails, the project blog, telephone calls and post (Figure 49). This guaranteed that participants were 
able to access information, concept maps and reports and send their feedback at any time. 
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Figure 49 – Letter from Helen Shapland, Dorrigo, in response to the Dorrigo Place Identity Report 
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The last level of dialogue in the Waterfall Way branding project occurred during the Brand Concept 
Workshop where the attending stakeholders talked and listened to each other directly and worked 
collaboratively on constructing the brand concept and promotional strategies, including the 
aesthetic details of the communication material.  
When dealing with multiple stakeholders with the aim of engaging them in self-organising 
collaborative activity (Chapter2, Section 2.3.1), it is important to consider that the methodological 
solutions are context dependant. Hence the use of different levels of dialogue in order to 
accommodate the different kinds of public, questions and level of collaboration the researchers 
were trying to achieve.  
This study demonstrates that having facilitators and team members who are sensitive to these 
dynamics and able to plan for and change plans during the process, is a crucial need during 
collaborative design processes. For instance, during the brand concept workshop, a change in the 
agenda was made due to the decision on the brand name. As there was agreement on using 
“Waterfall Way” as the name, the discussion naturally shifted to exploring possibilities of tag-lines 
and support sentences that would give distinctiveness to this brand name (Chapter 5, Section 
5.2.1, and Chapter 6, Section 6.5.1). This small change in the agenda worked well and made the 
meeting more productive. Additionally, it reinforced the open character of the discussion, making 
the participants feel more at ease and confident about the collaborative nature of the process. 
Applying different ways of listening and recording people engaged in conversation helped to capture 
the diversity of views, backgrounds and circles of understanding that existed in the place, 
contributing to the establishment of a more comprehensive and overarching view of the place 
(Chapter 2). This contributed to a more consistent reflection and representation of the destination’s 
identity. 
It was noticeable, for instance, that people who came from the cities to live in the region in the last 
five to fifteen years had very different perspectives from people who had been living in the area for a 
longer time. Incomers had a more protective point of view in relation to tourism. They want the place 
to stay the way it is, and not to be transformed into the places they had just come from. On the 
other hand, long-term farmers and Indigenous people see tourism as an opportunity to create an 
alternative activity, extra income and jobs for themselves and their children. 
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A high level of bonding among the group proved to be another important aspect that contributed to 
the sharing of information and the release of knowledge from the participants. This was achieved 
during the workshop, by providing for the participants to spend two days in an isolated resort 
(Chapter 5, Section 5.2.1). The informal moments during breaks, meals and around a fire at night 
were crucial in allowing people to interact and exchange information. This kind of communication 
which was not necessarily related to the ‘official’ agenda certainly improved the dynamics of the 
decision-making during the meetings. 
Concept maps  
Concept maps were used as a vehicle for representing ideas and creating an indirect dialogue 
between the participants of the Waterfall Way brand concept design (Chapter 5, Section 5.1.2). 
They were also used to initiate and inform discussions during the Brand Concept Workshop.  
Both the design and reading of concept maps are based on interpretation (Chapter 5, Section 
5.1.2). Interpretations are inherently different for different people or at different moments. Decisions 
made during the Waterfall Way branding process were based on the interpretation of the maps at a 
specific point in time by a certain group of people. If maps were analysed at another time, by a 
different group of people, probably new – previously unseen – ideas and insights would inform the 
decision-making process. The positive aspect of this is that the maps are open and dynamic 
enough to allow for change and innovation over the course of time and with a change of people, as 
expected in self-organising emergent systems (Chapter 2, Section 2.2.3) 
During the Waterfall Way project, the maps proved to be a valuable tool to represent the different 
identity elements and tourism opportunities for each place, as demonstrated in the place identity 
maps (Chapter 6, section 6.3). They also served as a platform to display and discuss those ideas 
with broader groups of participants, as they were sent back to all who attended the first meetings 
and underpinned the collective brand concept design during the workshop in Mt. Hyland. 
The maps were constructed using different shapes and colours according to the importance of 
each idea within the map. The number and intensity of the links between the ideas determined the 
key issues addressed in each specific conversation (represented as “stars” in the place identity 
maps, Chapter 6, Section 6.3.1). This made it easy to identify key themes recurrent in different 
places, which were used later on to synthesise the brand concept for the region as a whole. For 
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instance, elements that described the importance or beauty of the landscape were repeatedly 
mentioned in most places as a significant asset to tourism; it therefore became one of the key 
themes in the conflated conversation map (Figure 48). On later analysis, the combination of the 
ideas of experiencing “authentic community”, “landscape and places”, and “self”, at a “slower pace” 
gave rise to the concept of “connection” as the main brand theme. 
This map also represents some of the patterns of identity and trends of behaviour in relation to 
tourism activity elicited from the process. The visual representation of links between the elements of 
the maps allowed participants, working team and management committee to visualise and 
understand some interrelations between elements of the places and tourism industry that would 
probably not be so clearly visible otherwise. A good example is the idea of “slower pace” for 
travelling, which came from the combination of the “authentic community”, “real life”, “landscape” 
and a “more sustainable” place through tourism. 
The use of concept maps in the Waterfall Way brand design process revealed that these maps 
created an important link between the complex nature of systems and the conversations. Through 
physically representing ideas on the same ‘plan’ (a board or piece of paper) the insights from 
different people are seen equally and the interconnections between them become clear. This 
happened during the workshops by adding the ideas to a white board, and during the 
conversations through the interviewer’s immediate representation of them on a piece of paper. 
Therefore, conversational concept maps have helped elicit the complexity and some of the 
interconnections in the system, enabling the group to visualise where actions can be more effective 
and how they will impact the system as a whole (Chapter 2, Appendices 1 and 2). 
Tacit knowledge 
It was a strong characteristic of the Waterfall Way branding process that all conversations and 
workshops had experts, government and community group representatives, agents, business 
owners and community members discussing the issues at the same level, including very specific 
and specialised related matters such as the aesthetic elements that would compose the brand 
communication material (Chapters 5 and 6). 
This equality in the collaborative design process helped elicit knowledge from the participants that 
they were probably not used to articulate, such as the definition of graphic patterns to communicate 
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an abstract idea. The open dialogue among people from different backgrounds and expertise 
created the needed channel for tacit knowledge to emerge. This supports Polanyi’s (Polanyi, 1967, 
pp. 4-5) position that people are only able to communicate and share this kind of tacit knowledge if 
they are given “adequate means for expressing themselves”. Furthermore, this kind of 
trandisciplinary atmosphere is likely to promote creativity, novelty and innovative alternatives for the 
issues being discussed. For the Waterfall Way brand, this meant that the group reached aesthetic 
and strategic solutions that were distinctive to the region and represented the place in an authentic 
way, as demonstrated in Chapter 6, Sections 6.4 and 6.5, and Appendix 5.  
A good example of the release of knowledge during the Waterfall Way brand concept development 
happened when the participants of the workshop had to choose – from a set of diverse graphic 
materials – the visual style that they thought could better communicate the regional brand values 
(Chapter 5, Section 5.2.1 and Chapter 6, Section 6.5.1). A group of experts using normal market 
research could have achieved an equal, a better, or a worse solution than the one achieved through 
the collaborative brand design. However, this solution would not have the local character and 
ownership that does the one achieved through this study. This supports the observations of Rust 
(2004a) that designers need to engage people in order to articulate their own perceptions and 
needs about the use of certain products; a kind of knowledge that people may not be conscious of, 
but that they use in their everyday lives and activities. 
Decision-making 
This project reinforced the notion that group decision-making is a challenge. As was expected, 
some difficulties in decision-making were encountered. Some of these were: How to reach 
agreement without consensus? Which decisions should be made by the broad community of 
stakeholders, the project management team, the teams of experts? When needed, how should 
decisions be made without undermining the ownership of the broad group of participants?  
Reaching a shared decision is a step further from just listening; it requires openness among 
participants, mutual understanding and an environment that allows for learning to happen. The 
following subsections try to answer some of the above questions with examples from the Waterfall 
Way branding process. 
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Collective decision-making through learning 
This thesis is based on and is testing the proposition that collaborative methodologies are a good 
alternative to dealing with the dynamics, uncertainties and constant changes intrinsic to complex 
systems such as place destinations (Chapters 2 and 3). To what extent was dialogue open enough 
and focused on the understanding of the multiple perspectives in the group of participants? Did the 
process foster learning among participants? 
In the process of applying this methodology, it was found that the results obtained through 
collaborative decision-making processes are deeply related to the learning and sharing of 
knowledge amongst the group. Equality of opinions and decision-making revealed both explicit and 
tacit forms of knowledge and, consequently, brought innovation and creative solutions to the project 
that would probably not have been achieved by other aproaches. 
The use of different levels of dialogue and the representation of information in concept maps 
(Chapters 5 and 6) were tools used to improve communications and understanding among the 
participants of the discussion. All perspectives were equally heard, represented and openly 
discussed either during meetings and workshops, or virtually via the Internet, phone or mail. 
However, information acquired through individual conversations was taken to the group after the 
interpretation of the researchers, and therefore is bound to have some bias. This interpretation, 
however, also represents learning by the researcher, confirming Gadamer’s statement that all 
understanding happens through interpretation (Chapter 5, Section 5.1.2).  
A positive learning environment was achieved during the Brand Concept Workshop, at Mt Hyland, 
where the team and the group of stakeholders stayed together for two days in a relatively isolated 
setting, and where all were dedicated to the collaborative work of defining concepts, strategies and 
the aesthetic elements for the destination brand.  
More specifically, learning happened in two ways. The more obvious was through conversation 
among participants about their different perspectives in relation to the Waterfall Way brand. During 
this process, information was shared, interpreted, understood and acquired. On another level, 
learning happened through the release of knowledge about their place and about design and 
branding itself. The successful work that came out of the Mt Hyland Workshop (Chapter 6) is an 
example of the learning through the sharing of information and opinion. 
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During the Brand Concept Workshop, learning through and with each other informed group 
decision-making. This did not guarantee consensus among the group; it even generated some 
conflict and heated discussion. The role of the facilitator was then, to conduct the discussion in a 
positive productive way towards decision-making. The fact that the facilitator of the meeting was not 
a tourism or design specialist was important in maintaining an unbiased discussion.  
Learning was at a reflective and reflexive level. Participants learned from each other, acquiring 
information and experience from outside. At the same time, they learned from themselves. Through 
becoming conscious of knowledge they did not realise they had, information and experience was 
acquired and discovered inside their own minds. It was reported that the participants found this kind 
of learning exciting and creative, and were eager to share it with others. 
Although at first sight a very specialised venture, this project showed that design activity has a lot to 
gain from everyday vernacular knowledge. This applies to any area of design, from architecture and 
product design, to editorial, web and brand – symbol – design. The design of the aesthetic 
elements of the brand worked as a translation tool. It reflected a kind of common language and 
theme that was understood and shared by most of the people involved – through experience and 
tacit knowledge, not just through formal learning.  
Consensus and agreement 
It is important to highlight that during the Waterfall Way project the focus of the conversations and 
workshops was to make shared informed decisions in relation to the destination’s brand 
development. These decisions, however, need not necessarily be based on consensus, but may 
be a collective agreement between the participants (Chapter 5, Section 5.1.1). 
It was noted that if reaching consensus is the basis of decision-making, it is likely that conflict will 
arise and more attention will be given to the struggle than to finding alternative solutions. However, 
when the aims were set to make informed decisions based on shared understanding, novelty and 
creativity were brought into the picture and allowed for the emergence of interesting solutions that 
were agreed to by the group. For instance, one of the crucial decisions to be made was the 
choosing of the name to represent the region. As described in Chapter 6 (Section 6.5.1), there was 
no consensus among the group about using Waterfall Way as the name for the region. It was 
agreed, though, that such name could be used as long as the slogan and the communication 
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elements expressed the other aspects of the landscape, emphasising the diversity of the region. 
This decision shifted the focus of the group from solving conflict to collectively envisioning new 
pathways towards a more creative solution.  
Furthermore, collaborative approaches that are focused on emergent processes (Chapter 2), should 
allow for multiple leaders to arise inside the group. This happened during the brand process with 
people such as Ruth Holmes from Dorrigo taking the lead. Ms Holmes invited to the brand concept 
workshop people who were not involved in the process before, but who she thought would be of 
good value to the group dynamics. She kept on steering the Dorrigo community after the end of the 
project and took the lead in taking promotional material to other parts of Australia through her 
personal contacts. Another example of leadership that emerged from the group of participants was 
Fiona Barden from Coffs Harbour who had a strong influence among tourism operators in the 
Coast, and later assumed leadership of the cooperative that manages the brand. 
The leader/facilitator of the process was ready to allow this to happen, and stimulated the emergent 
self-organising activities that may eventually create the common goal of the group, as 
recommended in the literature (Chapter 2, Section 2.3.1). 
Who should decide? 
This study confirms one of the reasons why fully bottom-up processes are not usually feasible: in 
the ‘real world’, decisions have to be made within a certain amount of time, using a limited amount 
of money and resources. Ideas are funded by agencies that establish limits and a framework of 
outcomes. Time, resources and outcomes need to be managed and reported to these agencies; 
hence the need for initial top-down actions to trigger bottom-up movements. At the Waterfall Way 
branding process, the project management committee was the leadership group that steered the 
project and reported back to AusIndustry, which funded the work and established milestones and 
deadlines.  
In order to attend to the demands of the collaborative approach and ‘real world’ needs, collaborative 
decisions sometimes needed to be limited according to the available resources. Time and capacity 
to analyse the amount of data generated by the participants were the main constraint factors. 
Community consultation, conversations and discussions can go on indefinitely. Knowing when and 
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how to draw the line on finalising decisions proved to be a crucial role for the facilitators and 
leadership team. 
During the Brand Concept Workshop, it was the role of the facilitator to help the group arrive at an 
agreement and finalise the decisions made at the time. Later, while finalising the design of the visual 
brand elements and promotional material, the graphic design team and the project management 
committee were responsible for establishing the limits of consultation and making the final decisions. 
One clear example was the decision about the final logo. After sending three initial logo ideas to the 
community, the design team created a new logo that synthesised the feedback on these layouts 
and presented this idea to the management group for approval. It was impractical at the final stage 
to send the decision back to the broader group of participants. The process is described in detail in 
Chapter 5 (Section 5.2.3). 
The role of the designer 
The role of the brand specialist and graphic designers changed significantly during the collaborative 
design process. As it was intended from the beginning that most of the decisions were to be made 
by the group, leaders and experts became catalysers, interpreters and/or facilitators, rather than 
decision-makers, as usually expected of them. During the Waterfall Way process, the graphic 
design team along with the facilitators were responsible for engaging the groups in conversation, 
finding ways to implement the decision of the group, and occasionally advocating on behalf of the 
decision. As described in Chapter 5, the brand specialist and facilitator were responsible for 
representing and interpreting information released during workshops and interviews (Chapter 6, and 
Appendices 1, 2 and 4). The same applied to the graphic design team during the process of 
finalising the brand design. Additionally, the brand specialist and graphic designers advocated on 
behalf of the decisions of the group towards the project management committee, which, 
sometimes, had pre-defined agendas and would not so easily accept what the broader group of 
participants had decided. An example of such a situation was the choice of the name “Waterfall 
Way” (Chapter 6, Section 6.5.1).  
The level of input to the discussions also changed for the design team. During the brand concept 
workshop, the team provided input to the development of the brand at the same level as the other 
stakeholders. The designers had the role of helping give voice to the participants in the technical 
design aspects which some of them struggled to communicate (Dray et al., 2006; Rust, 2004a). A 
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good practical example of this during the workshop was the idea of bringing in graphic material that 
non-designer participants could look at, identify with and say “this is the kind of colour or graphic 
effect that I think would suit the promotional material for the region”. Modern consumer society has 
‘trained’ people to be able to make these decisions whether they conscious of them or not. 
This change in roles meant that instead of researching and conceptualising the brand by 
themselves, the job of the graphic design team during the collaborative process was to facilitate the 
emergence of aesthetic knowledge from the participants and, later, to attend to their 
recommendations and finalise the visual communication material in a way that matched as much as 
possible the design concepts envisaged by them. 
The designers acted as translators and synthesizers of the concepts developed during the brand 
concept workshop (Chapter 5, Section 5.1). Their work shifted from conceptualising the ideas by 
themselves to transforming into symbols a concept that was socially constructed. This change in 
roles helped the designers explore a more holistic view of the effects of their work as it stimulated 
participants to express their aesthetic appreciation of the places, confirming Hough’s 1990 
comments (Chapter 2). 
It is important to observe that this change in roles was one of the main challenges in applying the 
collaborative design methodology, as the graphic design team was disempowered to a certain 
degree. Graphic designers usually value freedom to develop their own concepts and ideas. In this 
project they had to learn how to harness creative efforts from people who generally had little contact 
with professional graphic design. Keeping the egos aside and merely translating concepts that were 
already decided by a broader group was the hardest job for the team (Chapter 5, Sections 5.2.1 
and 5.2.3).  
If on the one hand some power was taken from the designers, on the other hand the closeness to 
the stakeholders gave another dimension to their work. As expressed by Rust (2004a), this kind of 
direct hands-on research allows users to “feed directly into designers’ thinking and feed their tacit 
understanding of the people they are designing for, quite different to providing them with results 
from research by other people". This closeness to the realities of the places is evidenced in the 
results obtained by the graphic design team, which directly reflected the thoughts and ideas of the 
group of stakeholders (Chapter 6, Sections 6.4 and 6.4 and Appendices 1, 2, 4 and 5). 
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As a result, the collaborative brand design process achieved graphic and strategic solutions that 
were very close to the regional identity expressed by the stakeholders. Consequently, the final 
product has a special distinctiveness and feeling of ownership attached to it, as demonstrated by its 
widespread take-up by the participants and others. 
7.1.2  Challenges & Difficulties 
This work confirmed that processes that have high community interaction are time- and resource- 
consuming. The public needs time to understand its role. The team needs time to process and 
work with the large amount of information collected. Public meetings, workshops and one-to-one 
interviews across seven shires cost a lot of money and energy. However, the collaborative brand 
design approach was still efficient and probably more effective when compared to a top-down 
alternative. 
Catalysing self-organising processes can be a demanding job. It is especially challenging for those 
who like having things under rigid control. Building trust seems to be the key for dealing with a 
potentially chaotic environment (Black et al., 2002; Della Porta & Diani, 1999; Healey, 1997) 
(Chapter 2, Sections 2.2.1 and 2.2.2). During the Waterfall Way branding process, trust-building 
started in the market research workshops, where it was made clear to the public what their level of 
involvement would be at each stage (Chapter 5, Section 5.2.1). This was a necessary top-down 
action to kick start the bottom-up process. The one-to-one conversations helped to reinforce the 
trust between the public and the researchers. Giving back the results for public analysis and 
feedback before proceeding to the next step further strengthened the level of public participation. 
Some difficulties emerged with the project management committee. Management teams are used 
to making their own decisions and to having everything planned and in control. When managing a 
design process that has high levels of public involvement, however, flexibility is essential. Once it is 
made clear that the decisions are to be made by the community, the management group role is to 
accept and facilitate the process. This did not always happen during the Waterfall Way project. 
One example of this struggle was the choice of the name “Waterfall Way”. During the branding 
workshop, the stakeholder group decided on using Waterfall Way as the name for the region as a 
destination (Chapter 6, Section 6.5.1). Some members of the committee did not agree with this 
decision and demanded the graphic design team work on other options and present later, which 
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was done. After much discussion, the committee decided on maintaining the decision made during 
the workshop in order to keep the ownership of the process in the hands of the community. If, 
however, the committee had decided on another name despite the agreement reached during the 
workshop, it would probably have undermined the trust in the collaborative process. People would 
have felt that they were not heard, and the future success of the brand would have been at risk. 
Long-term brand versus short-term aims 
One of the most critical challenges encountered during the Waterfall Way branding process was 
finding the balance between the short-term goals of some government bodies and representatives 
who need/wish to see immediate results from the resources being spent, and the long-term life of a 
destination brand (plus the time it takes for its name and image to be established in the market 
place), as articulated by Morgan et al. (2002). This is, of course, at odds with the long-term 
management vision necessary to sustainable tourism development (Chapter 3, Section 3.3), and 
recommended in the Feasibility Study (Chapter 4, Section 4.2.1). 
These issues were clearly felt by the team, project management committee and stakeholders, but 
were never directly voiced during the process. Due to this, no action was directly taken in order to 
tackle the issue during the project. This ‘denial’ is reflected in the planning for the future governance 
of the brand, and its consequences are felt now during the establishment of the brand management 
regional cooperative. These management issues are further discussed in section 7.2.2. 
Local versus regional vision 
Another obstacle found was that of parochialism. Rather than thinking of the destination as a whole 
and focusing on the benefits that working collaboratively with other places could bring to their place 
and businesses, some of the stakeholders had a narrower view of the brand. It is natural to focus 
on the benefits the project could bring to their specific place; however, a broader vision was needed 
to conceptualise a brand to suit the region as one whole destination.  
This issue was tackled in a subtle and natural way. Through the regular meetings of the project 
management committee, stakeholders from different places started to see each other periodically, 
getting to know and understand each other’s points of view and finding, by themselves, ways of 
working together. For instance, councils of Coffs Harbour, Bellingen and Armidale initiated 
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conversations about joint applications for grants to develop other aspects of the tourism industry 
across the three shires. This represented a significant shift from isolation to collaboration. 
The same happened with stakeholders that were not part of the project management committee. 
Through the conversations and workshops, some of them got to know their neighbours better and 
discovered opportunities to link their businesses under the regional brand. For instance, in Walcha, 
the owner of a bed and breakfast started talking to one Indigenous representative about organising 
packages combining accommodation and Indigenous cultural tours. Similarly, the owner of one of 
the tourism business in Coffs Harbour was happy to suggest other activities and accommodation 
possibilities for customers who were going up to the Tablelands. She was also interested in 
organising packages combining experiences on the Coast with experiences on the Tablelands. 
This shift from competition to collaboration between places and businesses initiated through this 
project is a slow, long-term process that can be stimulated but not imposed by top-down regulation 
or policy. As a self-organising activity, it needs to be stimulated and supported by government and 
leadership agencies as it emerges naturally from the people and businesses in each place in the 
region. 
For the Waterfall Way, resources were developed to encourage this kind of collaboration through 
the brand strategy plan and promotional material provided to operators, in the form of joint 
advertising, poster and flyer templates (Appendix 5), as well as through advice given in the Toolkits 
(Appendix 6). More on the management and consequences in this kind of mass collaboration 
activity is discussed in section 7.2.2. 
Another potential problem must be acknowledged. Although the initial market research workshops 
were open to the general public, naturally the people who attended were the ones who had some 
kind of interest in the subject to be discussed, thus creating a possible bias in favour of the tourism-
friendly members of the local communities. Self-selection for the interviews and the follow-up 
workshops only increased this bias, as any people who might be against the project, or had no 
interest in it, were absent (Chapter 5, Section 5.2.1). However, the presence of council 
representatives, who theoretically represent the whole of the civic community, provided a means to 
correct and balance some of this potential bias. 
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7.1.3 Learning with the process 
Some lessons were learned during the application of the collaborative branding methodology for the 
Waterfall Way sustainable tourism project. The following story, from Lewis Carroll’s The Adventures 
of Alice in Wonderland, illustrates well a self-organising process, catalysed by a leader, where some 
decisions are taken by the community in order to achieve a common goal. 
'What I was going to say', said the Dodo in an offended tone, 'was, that the best thing to 
get us dry would be a Caucus-race.' 
'What is a Caucus-race', said Alice; not that she wanted much to know, but the Dodo has 
paused as if it thought that somebody ought to speak, and no one else seemed inclined to 
say anything. 
'Why,' said the Dodo, 'the best way to explain it is to do it.' (And, as you might like to try the 
thing yourself, some winter day, I will tell you how the Dodo managed it.) 
First it marked out a race-course, in a sort of circle, ('the exact shape doesn't matter,' it 
said,) and then all the party were placed along the course, here and there. There was no 
'One, two, three, and away,' but they began running when they liked, so that it was not 
easy to know when the race was over. However, when they had been running half an hour 
or so, and were quite dry again, the Dodo suddenly called out 'The race is over!' and they 
all crowded round it, panting, and asking, 'But who has won? 
This question the Dodo could not answer without a great deal of thought, and it sat for a 
long time with one finger pressed upon his forehead (the position in which you usually see 
Shakespeare, in the pictures of him), while the rest waited in silence. At last the Dodo said, 
'Everybody has won, and all must have prizes.' (Carroll, 1962, p. 46). 
This story can be a good metaphor to initiate some reflections on the application of collaborative 
branding methodologies. Firstly, it is necessary to have clear aims. These aims can be precisely 
specified or collaboratively developed by the community, or even initially specified and changed by 
the stakeholders during the course of the project. In the Caucus Race the aim was to get dry. In the 
Waterfall Way project, the aim was to collectively create a brand for the region that would reflect and 
synthesise the identity of the multiple places in the destination. 
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Transparency of aims, of the process and of what was expected of the stakeholders was crucial to 
the success of the collaborative branding effort. Transparency also helped to build and reinforce 
trust (Chapter 2, Section 2.3.1). It was noted during this study that trust develops in a positive cycle, 
as articulated by Black et al.(2002). During the Waterfall Way branding, this cycle of trust was 
initiated by keeping the communication channel open, and by acknowledging every piece of 
communication between the community and the working team (Chapter 5). 
This research showed that although it is important to have clear aims, it is also important to have an 
open approach and no pre-determined agenda of the outcomes of the project (Chapter 2, Section 
2.3). For instance, one clear broad aim of the project was to create a brand for the Waterfall Way as 
a tourism destination; this was a top-down decision that came from a previous (collaborative) study 
(Chapter 4, Section 4.2). This aim was brought to and discussed by the community who agreed to 
it. However, there was no previous agenda as to what this brand would look like or what story 
should be told to communicate the brand. Therefore, although the broad aim was clear and 
previously established, the results that came from it were novel and bottom-up designed. The 
openness of the branding process was crucial to foster the creative and innovative decision-making 
that emerged from the collective action of the group. 
As mentioned in Chapter 2 (Section 2.3.1), a fully self-organising bottom-up decision-making 
process is an ideal rather than an aim. For the Waterfall Way branding process it worked as a 
conceptual framework to guide the branding process. The bottom-up top-down approach used 
was characterised by the triggering of self-organising activity of stakeholders with support from a 
leadership group and a team of experts and facilitators (Chapters 2 and 5). 
This study proved how important it is know beforehand the level of engagement that each phase of 
the project actually demands, as argued by Cole-Edelstein (2004), based on the resources 
available to respond to this kind of approach and on knowing if the leadership group is ready to 
undertake the upcoming challenges. As discussed earlier, managing collective decision-making for 
branding a destination put strains not only on the project management committee, but mostly on the 
team of expert designers who had to learn to elicit ideas from the community rather than imposing 
and ‘selling’ their own. 
Due to their dynamic nature, collaborative processes proved to be hard to manage and certainly do 
not work for every kind of project or situation. The methodology applied in this research is 
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fundamentally context dependent. While the specific process presented here (Chapter 5) worked 
well enough with a group of well-educated citizens of a middle-class democracy, the idiosyncrasies 
of each place and society should be taken into consideration before outlining and applying this 
process in different places, cultures and times. For instance, during a collaborative conversational 
approach applied by the author with East-Timorese fishermen in order to understand the resilience 
of the local coral-reef systems, it was not possible to have community meetings as these are 
regarded as an extreme measure to solve local issues of life or death. The conversations were, 
then, undertaken very informally and sometimes individually, at the beach, where fishermen normally 
congregated (Dutra, 2007). In contrast, Australian culture acknowledges community meetings as an 
acceptable norm for discussing new initiatives that may affect the lives of the locals. Thus, 
researchers/facilitators should be sensitive to the specific cultural habits of a certain place (or 
moment) in order to apply methods that will bring positive outcomes rather than harm the process 
and the local society. 
7.2 Impacts of the collaborative design process  
The proposed methodology intended to elicit a shared regional identity, to outline the concepts of a 
desired image for the region and to facilitate the development of strategies for its management. It 
offered a holistic approach to the integration of different sectors of the tourism industry (Chapter 3, 
Section 3.1) through stimulating social interactions among a range of diverse business owners and 
community members directly or indirectly interested in tourism.  
Apart from the brand conceptualisation, promotional material and strategies, other broader aims 
were achieved through the collective design process: the reinforcement of the tourism related 
identity of the region as a whole (among a group of people who had some influence to spread this 
concept), rather than the existence of exclusively independent place identities; the creation of a 
‘story to tell’ about the region in order to attract a certain type of visitor; and a governance structure 
and its support material that relies on self-organising activity for the use and management of the 
brand. 
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7.2.1 Reinforcement of regional identity 
This study helped initiate thinking of how multiple places along the Waterfall Way area can be 
understood as one. It encouraged the shared construction of meaning in relation to the places, thus 
promoting a movement towards one identity for the region (Chapter 2). 
The brand concept development process stimulated people to think of the region as a whole. This 
started during the initial market audit workshop, where opportunities for tourism in the whole region 
were explored and the first insights about joint products and experiences emerged (Chapter 5, 
Section 5.2.1, Chapter 6, and Appendix 1). The need to have one integrated regional website 
where potential visitors could search and build their own package of tourism experiences across the 
region was an important point raised during these workshops and reinforced by the following 
collaborative work. 
The one-to-one conversations, although very much focused on what was special about each place, 
always included a discussion about the region as a whole. Most of the time, the idea of thinking of 
the area as one region and destination was welcomed positively. Some objections were found, of 
course. For instance, one of the interviewees who said she had “serious reservations about quite a 
few of the assumptions in the explanation of the project”, raised the question that the only link 
through the region, that actually make it one place, was the Waterfall Way road, and that road did 
not link places such as Walcha and Guyra.  She argued that there is no other “natural” reason why 
the area should be “packed into” a region, as there is no common element indigenously, 
geographically, climatically, culturally, historically or in terms of land use that would justify calling the 
area one “region”. 
This research revealed that the essence of the connection of the places into one single regional 
destination lies in experiencing the differences and the continuum of changes of natural and cultural 
scenery along the way. This fact was evidenced and reinforced by most of the interviewees and 
participants of the workshops, interviews and meetings. This attempt to “create a region” by a 
contradiction was the reason for the difficulty in finding one name and brand for the region, and an 
important reason why a collaborative process was chosen. It raises a question: Is it possible to 
create a region just by identity? 
Although this study cannot draw enough conclusions to answer this question, it is possible to say 
that the process of searching for elements to compose a shared identity for the region did help local 
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people to start seeing the potential of their own places. There may be no “natural” reason for the 
area to be called a region; however, tourism can become one reason to link the places. Hence, it 
can be said that the collaborative branding methodology, through inter-place dialogue, has helped 
to initiate the emergence of a regional identity in relation to tourism along the Waterfall Way. 
One aspect should not be forgotten: the main motivation of hosts for engaging and supporting 
tourism activity is the economic benefits it will bring to the area (Chapter 3, Section 3.2.1). Slowing 
the visitors down and persuading them stay one more night in the region can significantly increase 
the amount of money spent in the area (Tourism Australia, 2003, 2007; Tourism New South Wales, 
2001). During the Waterfall Way projects, operators and business owners realised that their 
proximity is a significant advantage and that, through collaborating with each other and “sharing” the 
visitors in the region, they have more to win than through competing for them. The brand image and 
promotional material developed for the region clearly reflect this understanding. 
Therefore, this work is one more proof that the economic benefits brought by tourism are still the 
main motivator for host communities (Chapter 3, Section 3.1.2), despite the knowledge of the 
impacts this kind of development may bring (Chapter 3, Section 3.2). 
The collective approach naturally coalesced groups that would possibly not otherwise talk to each 
other about specific place issues. This promoted understanding and encouraged partnerships 
among business and community groups. Participants negotiated (through conversation) which 
aspects of their local cultures/environments were acceptable to be packaged as tourism 
experiences (Chapter 3, Section 3.2).  
The focus on “cooperation rather than parochialism” suggested by Pigram & King (1977, p. 294) is 
ideal, but small town politics often work against this. For instance, the town of Dorrigo is home to a 
private railway rolling stock collection (Figure 50), which could become a major tourist attraction, but 
is a source of dispute within the local community. 
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Figure 50 – Railway Rolling Stock collection, Dorrigo NSW. 
 
The liaison between groups from different places in the region occurred in the Waterfall Way project 
through the workshops and conversations, as well as through project management committee 
meetings (Chapter 5). These meetings were attended by representatives from most places within 
the region getting together periodically to discuss issues related to management of the projects and 
findings from field work (conversations, workshops and team work).  
People had the chance to get to know and contact other people from different places in the region. 
This would probably not have happened if the collaborative methodology had not been applied in 
the region. New businesses and linkage opportunities came out of these contacts (Chapter 5), as 
well as a focus on a more regional vision rather than a place-based perspective, as evidenced by 
the joint use of promotional material and concern about future governance.  
In conclusion it can be said that the collaborative branding process helped the manifestation of 
meaning attached to place (Chapter 2) through the search for a symbol (set of symbolic assets or 
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communication elements) to represent this place. It also showed that the realisation of this identity 
could initiate the emergence of a regional sense of place in relation to the whole area, in contrast to 
the current scattered isolated identities (Chapter 4). 
7.2.2 Image through identity 
During the interviews and workshops locals had the chance to genuinely answer the questions that 
naturally arise from the process: “What does this place mean for me?”; “What is the reality of this 
place as a tourism destination?”; and, “What parts of it are to be communicated to the public?”. 
The collective design process created opportunity for stakeholders to reconcile information, 
expectations and place identity issues among themselves, confirming Dixon & Durrheim’s (2000) 
statement that place identity is socially created through conversation. The main focus of this kind of 
approach was on the hosts, their places and social structures. 
This study intended to shift the focus of the brand development from an external perspective to an 
internal perspective (Chapter 5, Section 5.1). Therefore, it required not only knowledge and 
information regarding niche markets and what goes on the minds and hearts of potential visitors, but 
knowledge of the destination itself, its attractions and sensibilities, its peoples’ hopes and 
expectations in relation to tourism activity and to the visitors that are coming to their places. This 
was one of the most significant strengths of the collective approach for designing a brand. 
As a result of broad community involvement in the process, the branding of the Waterfall Way 
reflected the local perceptions of the region and, in doing so, generated the design of 
communication material that is unique for being strongly linked to the local identities (Appendix 5).  
A good example is the design of the Waterfall Way brochure, which produced a very distinctive 
outcome. The participants had decided that the brochure should describe the regional experiences 
through telling stories about the place and that it should include quotes from locals to reinforce 
these stories, rather than the typical combination of promotional focused text, overcrowded tourism 
advertisement pages and testimonials from visitors (Appendix 5). 
The decision on the nature of the brochure naturally raised some disagreement, especially from 
marketing and tourism experts and some council representatives who believed in a more traditional 
approach to promoting the Waterfall Way destination. The result, however, was a brochure of 
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attractive style (Appendix 5) that works both as promotion and as souvenir, something that visitors 
are likely to take home with them and show their friends, enlarging the circle of promotion and the 
life cycle of the brochure itself. More importantly, the regional brochure became a strong vehicle for 
reinforcing and communicating an emergent regional identity, having the necessary symbolic 
characteristics to help create the desired image in the minds of potential visitors and hosts. 
Therefore, apart from the more tangible outcomes such as the promotional material and strategies 
developed for the Waterfall Way brand, the collaborative design process stimulated the emergence 
of a regional vision through the existing local identities.  
The process confirmed that a regional brand carries the expectations of the hosts when collectively 
developed (Chapter 3.2.1). It also generated material that communicates this identity in a more 
‘genuine’ way, creating and releasing symbols that are in line with what hosts believe they are or 
want to be seen as, and with what they are ready to offer as tourism experience, as suggested by 
Pigram & King (1977). Hence, the image created in the minds of potential visitors is likely to be 
closer to the reality of the place, reducing the risk of creating false expectations and increasing the 
possibility of attracting tourists that identify themselves with the place’s identity (Chapter 2). 
Additionally, the brand promise may be more easily fulfilled and delivered by the hosts, as it was 
constructed by them (Chapter 3). Furthermore, the process ignited activity that fostered mutual 
learning among hosts in relation to their places, tourism, destination branding and promotion. The 
positioning strategy that came from this learning process is likely to foster tourism activity that is 
more sustainable in relation to the region’s cultural, environmental and economic aspects (Chapter 
2, and Chapter 3, Section 3.3).  
As Morgan et al. (2002) reflect, “if successful, [destination branding] not only has an impact on how 
the rest of the world regards a place but also on a destination’s view of itself”. The collaborative 
brand design process had some impact in rekindling local pride and sense of place in the Waterfall 
Way area among participants, as shown by their concern about the impacts that the increase in 
tourism activity could bring to the area and change the place. A sense of ownership of the brand, 
also generated by the collective approach used in the project, may have significant impact on how it 
will be managed in the future, as commented on in the next section. 
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Unfortunately, it is not possible to compare the graphic or strategic results achieved with the 
collaborative brand design with those that would have been obtained if a different methodology had 
been applied at the same region. 
7.2.3 Governance and self-organisation 
The collaborative branding process helped release information on how the Waterfall Way system (as 
a tourism destination) is organised in terms of its identities, expectations and vision. This information 
leads to an understanding of certain patterns of identity and behaviour which informed the 
construction of a governance strategy that will support the emergence of certain patterns of 
collaboration currently latent in the area. A regional cooperative composed of local tourism business 
owner and other community members has been established in order to work out these strategies 
and manage the brand. 
At this point it is interesting to go back to the Caucus Race metaphor. If one continues to read, the 
following conclusion to the story unfolds: 
At last the Dodo said, 'Everybody has won, and all must have prizes.' 
But who is to give the prizes?' quite a chorus of voices asked. 
'Why, she, of course,' said the Dodo, pointing to Alice with one finger; and the whole party 
at once crowded round her, calling out in a confused way, 'Prizes! Prizes!' 
Alice had no idea what to do, and in despair she put her hand in her pocket, and pulled out 
a box of comfits (luckily the salt water had not gone into it), and handed them round as 
prizes (Carroll, 1962, pp. 46-47). 
After the development of the brand for the Waterfall Way, the “comfits” may have to be given to the 
stakeholders. Meaning that, although structured to be managed collaboratively through self-
organisation and collective action, some support needs to be provided for local businesses and 
operators who are willing to use the brand. So, who is the “Alice” in the Waterfall Way branding 
story? Should this support come from the local governments and official agencies, or, as decided 
by the participants, from a regional cooperative, as described below? 
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The governance system chosen by the community to manage the Waterfall Way tourism brand is 
based on a cooperative model (Appendix 7), and relies on supportive material – websites, templates 
and information tool-kits – to assist and sustain mass collaboration activity and foster linkages 
among local peoples, businesses and places across the region. The Brand Management and 
Governance Strategy Report (Appendix 7) states that: 
Stakeholders at the workshop thought it important that there be only one management–
governance body making it easier for operators, stakeholders including community and 
other groups to join and co-manage together. An elected committee of management and 
stakeholder–community working groups would be formed to address specific issues 
around brand and sustainable management (Taboada & O'Loughlin, 2007). 
The role of the management body is, therefore, to support the stakeholders in using and managing 
the brand and tourism activities in the region. Although the management body offers a centralised 
kind of assistance, tools have been developed in order to foster independent collaboration and use 
of the brand among the stakeholders. This encourages bottom-up activity and initiative and 
maintains the balance between self-organising activity and top-down support provided by the 
management body.  
Examples of these tools are the Operator’s Website, Toolkits and Workshops (Chapters 5 and 6, 
and Appendices 6 and 8). The Toolkits offered useful insights and information about the brand, how 
to use it properly and where to get support. Additionally, they contained a CD with the files and 
templates to be customised and used by businesses and stakeholders to promote their business 
through the Waterfall Way brand. Among these templates were sets of joint promotional material 
(posters, flyers and advertisements) developed to encourage businesses to link the activities to 
each other across the region (Appendix 5). Therefore, tourism businesses and operators are able to 
promote their experiences (and consequently the regional brand itself), independently of the 
management group. The production of such resources was an answer to the stakeholders’ request 
for “coordinated information” that involves the whole region (Chapter 6, Section 6.3.2). 
Regional and Operator’s Website 
One of the first and more significant inputs of the community into the tourism project was related to 
the development of one Regional Website that contained information about experiences and 
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activities available all over the region – a website where visitors can learn about the place, buy pre-
packaged experiences or tours, or create their own customised packages (Chapter 6, Section 
6.3.2). The management of such an asset is, of course, complex and resource consuming, 
especially when dealing with different layers of information providers such as Councils, Visitor’s 
Information Centres and individual businesses. 
The solution found by the team to overcome these issues was to distribute the responsibility of 
inputting information into the website to the stakeholders themselves, and to make the existence of 
such a website viable with minimum need for centralised management. In so doing, the 
collaborative character of the brand is reinforced, as is the encouragement to self-organisation and 
interaction among stakeholders. 
To make this possible, the Operator’s Website (http://waterfallwaytourism.com.au) was created. It 
allows for operators to create their own accounts, through which they can update and manage 
information about their places, events and/or businesses. This information is directly linked to 
searches in the Regional Website (http://www.visitwaterfallway.com.au), which is open to the public. 
Such structure allows for self-organisation to happen, and demonstrates the statement that the 
general behaviour of the system is different from the behaviour of its parts (Chapter 2, Section 2.2.1) 
The way the websites were set up allows for large-scale collaboration among the stakeholders in 
the region through a medium that is immediately published. It brings benefits to both sides in that 
the operator does not need to go through a layer of bureaucracy to ask someone to update the 
website for them when something changes in their business, and the management body does not 
need to have a dedicated staff member to look for, verify and update a website with such a large 
content.  
On the other hand, this sort of mechanism is open to fraud and misuse, and operators need to have 
some understanding of how the system works in order to be able to update it themselves. 
Therefore, one of the roles of the management body is to offer this kind of support, which 
represents a minimum effort if compared to the effort needed to maintain a whole website in a 
centralised way. 
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Toolkits and Operator’s Workshops 
The Operator’s Workshops held after the launch of the brand took local operators through the 
finalised brand and management strategies, as well as delivering and explaining the use of the 
Toolkits and Website. During the workshops, operators were encouraged to use the brand and the 
template according to three simple rules (Chapter 2, Section 2.2.2) that were synthesised from the 
conceptual brand work: “think about the environment, talk to each other and use the brand”. In so 
doing they guarantee that every small action taken in relation to tourism activity will follow a pattern 
towards sustainable, shared aims that are in line with the brand promise.  
This kind of mass collaboration management system that uses the web environment as a resource 
and virtual meeting place has proved to work for different kinds of businesses in many different 
areas, including the most proprietary ones such as software development or gold mining (Tapscott 
& Williams, 2007). However, it needs a leadership team that is ready to let go of absolute control 
and be open to perceive new opportunities and to undertake innovation.  
Managing a self-organising brand 
Destination brand administration involves not only the publication of the brand elements and 
concepts; it also involves the management of the delivery of the promise and the consequent image 
of the destination. It was observed during this research that this kind of unconventional, open self-
organising brand management approach that is based on mass collaboration can create a certain 
anxiety from traditional style brand managers, as the very existence of the brand depends on the 
elements of the system – users of the brand – rather than on a centralised body or brand manager. 
The focus reverts to the collective action of the elements of the system, creating the brand pattern 
that may attract new players, pathways, feedback loops and interactions. 
During the Operator’s workshops, questions were raised by some local business owners in relation 
to the management of the quality of what is being delivered by the operators, and if the product 
being promoted under the Waterfall Way brand was really in line with its concepts. If there is no 
control system such as accreditation, how can these issues be managed? 
One of the answers is in mass-collaboration itself. Complex emergent systems naturally allow for 
multiple inputs and dynamically self-regulate (Chapter 2). A good example of this dynamic in relation 
to brand management is the Pink Ribbon campaign against breast cancer. There are official 
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agencies that support the campaign, but the strength of the brand relies on the self-organising army 
of volunteers, supporters and sponsors of this campaign. Besides, and more importantly, is the fact 
that to demonstrate support one does not necessarily need to buy, wear or sell the official 
merchandise. The rules are simple, it needs to look like a ribbon and it needs to be pink. Any pink 
ribbon, of any shape and material, or even just the pink colour used in a specific context will 
communicate the message. The brand became a symbol that can be worn or ‘sold’ by anyone who 
agrees to the brand’s principles, concepts and promises. The more it is used, the more its 
message is reinforced. The ‘pink ribbon’ effect is a good example of much coming from little, and a 
complex system of support for a cause being catalysed by the simple self-organising action of a 
very broad and diverse community. 
On a smaller scale, the same can happen with the Waterfall Way brand. One of the most important 
outcomes of the collaborative branding process were the resources delivered to operators for them 
to promote the brand independently. The more the brand is used, the stronger it should become. It 
is in the interest of the operators to work in line with the principles, promises and message that the 
brand spread, otherwise there is no sense in linking their own image to that of the region. If an 
operator sells something that is completely off the lines of the developed brand campaign, why 
would they want to use a material that is not targeted to their specific niche market? If someone 
does not believe in cancer research, why would they wear a pink ribbon? 
Self-regulation plays a role in limiting the use of the brand both in terms of its principles and in terms 
of its ethics. Verification and support are needed and these are the roles of the management body. 
Too much control, however, can undermine the power of mass-collaboration branding. 
On the other hand, for this approach to work the brand needs to be used by the stakeholders, 
otherwise it may decline as it is dependent on self-organisation and collaboration. Either way, it still 
reflects the genuine inclinations of local people in relation to tourism. The collaborative methodology 
gives space for things to happen according to people’s later actions, not only to what was decided 
during the branding process. 
Therefore, if the brand is thoroughly used by the stakeholders and the management strategies are 
applied to plan, it can work as a powerful tool for sustainable tourism development. However, if it 
does not happen, it means the place was not ready for it, and a pathway without intensification of 
the tourism industry may be a more sustainable one. In this case, there can be some frustration 
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from parts of the community and groups of stakeholders in relation to the expectations and the time 
and resources spent. 
A positive sign of the use of the Waterfall Way brand is the fact that some self-organisation is 
already happening throughout the region. Bellingen Shire has initiated plans to build a Waterfall Way 
Centre in town, and asked permission to use the shape of the logo as a sculpture sign at the 
entrance of the Centre. On another level, a seven-minute video about the Waterfall Way was added 
to YouTube soon after the conclusion of the project in March 2008. The video shows the region as 
a tourism route/destination. 
Overall, it is an achievement in itself that the collaborative brand design methodology engaged local 
people in thinking about their places, identities and the region as a whole. It can be said that it also 
initiated some change in the sense that it made communities that were previously discrete, talk to 
each other and start to work together, or to envisage opportunities to work together towards a more 
sustainable tourism activity in the area (Chapter 3, Section 3.3). 
7.3 Design as a tool to catalyse change 
The development and implementation of the collaborative brand methodology presented in this 
thesis demonstrated that this kind of design process can be used as a social tool to engage 
communities and stakeholders in promoting change through facilitating long-term envisioning for the 
region. 
All instances of design have social impact. For example, the design of a fridge will impact the family 
using it, fashion design determines the way a person is seen by others, and the design of a new 
aeroplane can change the way people travel from one place to the other as well as the functioning 
and the flow of the roads to and from the airport. The significance of this impact increases 
according to the scale of the changes it will bring to the places and the lives of the people who will 
deal with the outcomes of the ‘object’ being designed. Destination branding is one example of 
design that has a high social impact. The symbol and promotional material created for the Waterfall 
Way has potential to promote changes in the lifestyle of local people, their business arrangements 
and their networking. 
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Being aware of the social impact of design is crucial if the aim is to create solutions that take into 
consideration the importance of places for people who are part of them. This study showed that 
involving people in a collective design process helped designers to be more in line with local needs, 
and communities to be more aware of their own identities and roles in changing their own places. 
The actual brand design activity for the Waterfall Way worked as a vehicle to engage people in 
thinking about themselves and their identities. People from different backgrounds shared their 
knowledge about place and design through interacting with each other with a specific objective – to 
design a brand for their region. Additionally, while deciding on which visual or linguistic elements 
would suit the image they wanted to build for their region, local people reflected about what is 
special about their places, about their relationships with the places, and the places’ 
interconnections in the region.  
The translation of abstract meaning into language (visual, verbal, tactile, etc.) characterises a 
significant component of the communication design activity. During the collaborative branding of the 
Waterfall way, this worked as a way to help participants to manifest their understanding of their 
places, consequently eliciting key place identity themes. Design became, then, a common 
language to translate diverse ideas from a group composed of people from multiple backgrounds 
and perspectives. As such, the design activity was at the same time a vehicle and an outcome from 
the collaborative process.  
Additionally, collaboration helped harness tacit knowledge from the participants in relation to the 
design process itself as well as to the issue(s) being considered. This kind of knowledge stimulated 
the emergence of the vernacular in the design process, imbuing a more local and distinctive 
character into an activity that has been strongly characterised by its internationalisation and the 
homogenisation of solutions and places (Chapter 2). The concept designed for the Waterfall Way 
brand (Chapter 6, Section 6.4) thus reinforces both the place’s potential and the will of project 
participants to offer nature-based and cultural tourism (Chapter 3, Section 3.1.1) 
The collaborative design of the Waterfall Way brand helped release information to foster change 
(Chapter 2). By collectively searching for a symbol to represent a place or a region, local people and 
businesses engaged in a journey through their own identities (individual and social), and that of their 
localities. The understanding of who and where they are and what is special and distinctive about 
their places made it possible to construct shared visions for the future of the area. In this case, 
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change has the possibility to occur through community action rather than exclusively through top-
down regulations or policies. As a consequence, people do not feel that they are victims of change 
as they are conscious of their responsibility as social agents. Change, then, appears less 
challenging, more manageable, and more likely to be sustainable for the communities involved in the 
process. 
The design of the aesthetic elements for the Waterfall Way brand worked as a tool to stimulate 
reflection upon regional identity and the roles stakeholders play. The process acknowledged the 
complex nature of place, tourism and sustainability systems (Chapter 4). Therefore, it initiated self-
coordinated action among the participants in a way that the parties are able to continue to work 
towards managing and promoting tourism activity.  
7.4 Concluding remarks 
Branding a tourism destination is more than simply creating an image for a tourism product; it 
involves a process of creation of meaning for the area being branded. This meaning impacts the 
place through tourism as well as through the way local people see themselves and their places.  
The application of the collaborative brand design methodology in the Waterfall Way involved working 
with local groups in order to harness the aspects of their places that compose their identities. 
Designing a symbol for the region was the tool purposely chosen to mobilise the group and initiate 
the conversations around identity. Through collective design (mainly visual and verbal), local people 
were drawn together in searching for a symbol to represent the meaning attached to their 
places/region. 
The methodology in question helped elicit significant information in relation to the nature of the 
places, their people and the kind of tourism activity and promotion local hosts are willing to 
implement. It stimulated open conversations among people from different backgrounds around a 
specific design problem. The collective design practice harnessed tacit knowledge about the places 
and about the design process itself, which consequently contributed to designing a destination 
brand that is distinctive and in line with local cultures, environments and vision. 
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Through imagining their own place and reflecting upon what kind of tourism activity they want to 
offer and to whom, the participants were automatically engaged in a process of social construction 
of meaning. They became more aware of their places’ features, history, colours and traditions by 
exposing these through conversations. 
Furthermore, the information released among participants stimulated mutual learning about the 
places, helped potential opportunities to emerge through linking business and activities within the 
area and, more importantly, initiated a shift from place-centred tourism promotion and planning 
efforts to a region-centred identity in relation to tourism activity. 
The methodology outlined in this study gives a relevant alternative to branding destinations. It takes 
into account the complexities, uncertainties and meaning related to places and their socio-cultural, 
environmental and economic structures. Thus, the nature of stakeholder involvement proposed in 
the methodology (Chapter 5) is appropriate to the context to which the design process was applied. 
The strength of the collaborative methodology applied in this study lies in the quality of the 
outcomes it elicited. The final design product is strong and attractive. Its success can be measured 
by the will of operators to use the produced material and, more importantly, by the sense of 
ownership demonstrated during the Operators’ Workshops (Chapter 5, Section 5.2.4). 
Another important outcome was the creation and development of tools and strategies to support 
self-organised community actions triggered through the collective design process. The significance 
of these tools lies not only in their utility and use, but also in the fact that their development was 
suggested and conceptualised by the stakeholders themselves. 
While there are some weaknesses in the process, this study proves that design activity can have 
significant social impact not only through its outcomes, but also through the design process itself. 
The creation of a symbol that is common to all involved in the process was used as one reason to 
initiate conversations between stakeholders. 
Through collaborative design, participants were engaged in the creation of knowledge. Design 
became a vehicle of communication between the participants, harnessing knowledge that people 
often did not realise they had. Self-organisation towards a regional identity was initiated through 
design, by the act of designing and, especially, by the act of designing collaboratively. 
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7.5 Opportunities for further research 
On the Waterfall Way region 
There are numerous opportunities and need for further studies in relation to tourism activity and the 
regional image and identity of the Waterfall Way as a tourism destination. 
In terms of regional image, future research will be needed in order to observe the behaviour of the 
hosts in using the brand and promotional strategies, as well as how it is affecting outsiders’ 
perceptions of the region. Additionally, it would be interesting to investigate the impact of the 
collaborative process and of the application of the new brand on how people perceive their places 
and the region over the long term, and to observe if a consistent regional identity will in fact establish 
itself in the future as a consequence of the actions triggered by the collaborative brand design work. 
Furthermore, monitoring tourism activity in the area is a necessary follow up to this work through 
assessing visitation numbers, quality of visitor and offered services, and satisfaction of hosts and 
visitors. These results could be used to test the idea that the image created through a collaborative 
branding process can actually attract visitors that are more in line with the place, possibly excluding 
tourism activity that would be hard to deliver or not sustainable for the area. Analysing if the brand 
promise is being delivered as conceptualised during this research is also a necessary investigation. 
The development of local sustainability indicators and an assessment of the impacts that the 
increase in tourism activity is bringing into the region is a crucial issue to evaluate the effectiveness 
of the collaborative branding methodology in relation to one of its goals: to increase tourism activity 
that is sustainable and in line with the local cultures, environments and economy. 
On the social aspects of design 
One significant opportunity for further research is to investigate how collaborative design can be 
used as a tool to catalyse social activity in areas other than tourism destination branding. Through 
sharing in the construction of a symbol, social groups can be activated in various levels for different 
reasons. An interesting research opportunity would be to try out this methodology in other areas and 
compare benefits, level of interaction and efficacy of outcomes, with those achieved for the 
destination branding process. 
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Design and Complexity 
One opportunity lies in investigating the links between design activity and complex systems theory, 
and how one can inform the other. One instance could be to explore the consequences of 
designing for complexity, using design activity as a tool to help release the feedback relations, 
interactions and patterns of behaviour of a complex system. Another instance would be to study 
how the theory of complex emergence could inform the design process and how designers can 
learn and benefit from its principles. 
Comparing the techniques used in this research to design and interpret the concept maps with 
other works could reveal some strengths and help overcome some weaknesses in the process, as 
well as test the context dependency notion attached to this kind of collaborative methodology. 
On another note, the ongoing evolution of wikispaces and emergence of wikinomics (Tapscott & 
Williams, 2007) is something to be explored further in relation to design methodology and 
approaches to design and branding. This relates not only to how to undertake better design for 
these new spaces, but also to how designers and the process of designing and branding could 
take advantage and learn from the mass collaboration that this new environment provides. 
A big challenge would be to test the methods applied here in a self confident, educated middle 
class community, to a tourist project in a developing country such as East Timor or Brazil and 
compare the difficulties and outcomes. 
Collaborative Destination Branding: planning for tourism development through design in the Waterfall Way, NSW, Australia 
   221 
Summary 
Involving disparate communities in design processes is not an easy task. It is time-consuming, hard 
to manage and highly context dependent. However, the power of this kind of collaborative process 
applied to brand design activity is that the people involved, as diverse as they are, have the same 
level of input into the project if such is their wish. This involvement in design and decision-making 
leads to reflections upon their own roles in the process of creating and marketing a tourist 
destination. 
The Waterfall Way collaborative exercise demonstrated how the process of collective design can 
act as a powerful social tool to develop shared identities in order to envision, initiate and manage 
change – a movement that, once initiated among the small representative group that was involved in 
the process, can be spread throughout the region.  
This study also showed that in order to achieve these results there is the need for a significant shift 
in the way the design process is understood and in the role of the designers. The application of a 
collaborative design methodology, which actively involved stakeholders in all stages of the design 
process, can have a significant impact on the final product as well as on the realities of people 
involved in the process. Future work can further refine the process and evaluate the brand in terms 
of its acceptance, recognition and usage by all concerned. The methodology may be applied in 
other areas of social research, in order to further test the efficacy of collaborative design as a tool to 
help construct social identity and meaning. 
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Appendix 1 
Market Research Workshops 
 
 Local Concept Maps 
 Walcha 
 Guyra 
 Armidale 
 Dorrigo 
 Bellingen 
 Coffs Harbour 
 Nambucca 
 
 Key ideas concept map 
 
Waterfall Tracks Network
Marketing Research Workshops
Walcha - 17 October 2006
Walcha Shire Council
What is special about your favourite 
eco / nature-based tourism activity?
accessibility
easy walks
child 
friendly
drive car
camping
education
The
Australian 
Experience
bush walking
sustainability
history 
& heritage
indigenous
heritage
wilderness
craft making
guided tours
high value
for tourism
top-end
market
low volume
high yield
"city people"
challenging
exhilarating!
How to make the experience 
more appealing to visitors?
adding value 
to what is 
already there
not just 
"friendlyness"
good vibes 
to/from visitors
"once they've 
had a sample, 
they don't want to go!"
guided tours
education about
the country
unique
accomodation
accredited 
guides
accurate
information prepared for 
handling
dangerous 
situations
personal, friendly
one to one
communication
"The Australian Feel"
families
rural life / country 
experience
overseas 
visitors
observe
 from their 
perspective
Which would be 
the best "tools"
to help build 
these experiences?
transport
network
overseas 
market
people expect 
to be cared for
language
someone 
looking after
 the group 
("bus driver")
working as one
tour 
operators
packaging 
experiences
business services:
"one stop shop"
principles
and protocols
low impact
models uniqueness
high web
profile
government
support
blockbuster
movie production
in the region
transport
infrastructure
touring routes
around nature
sustainable living 
events / conferences
(annual)
linkage between 
organisations
(air, train, bus, car...)
find niches
visitor centres
Waterfall Tracks Network
Marketing Research Workshops
Guyra - 19 October 2006
Guyra Bowling Club
What is special 
about your favourite 
eco / nature-based 
tourism activity?
How to make 
the experience 
more appealing 
to visitors? Which would be 
the best "tools"
to help build 
these experiences?
information
get people that 
are coming here 
to talk about 
their experiences
in this place
website
four 
seasons
"things that 
we take 
for granted, 
other people 
that visit 
just LOVE!"
frost, snow
camping
orienteering
guided tours
quality
"spot on"
information
centres
passionate
about
the place
"people would go 
and tell everybody"
make it fun!
word of mouth
data base of
local knowledge
stories of 
the people 
& the place
unrestricted 
experiences
bushwalking farm
experience
birdwatching
fishing
exercise
audio 
support
iPods, 
MP3scombine
experiences
match 
expectation
farmstays
packaging
packaging
family
market
children
parents
(first?) contact 
with nature
farm work / animals
safety / care
other 
activities
child / youth
camps
insurance
???
professionalism
advertising
brochures
support from
local government
travel 
agencies
books, TV,
radio, print
advertise 
to the young
"pass here
on your way"
local 
content
uniqueness
community
involvement
annual 
community 
meetings"what makesthis place so great?"
independent
traveler
various grades
and lenghts
code of practice
look at other places
and why they are
successfull
hardcore 
walkers
no $$
spending
"cost shouldn't stop 
us. We should 
think of HOW to 
make it possible!
challenging
"The Australian Feel"
Waterfall Tracks Network
Marketing Research Workshops
Armidale - 18 October 2006
Armidale Town Hall
What is special about your favourite 
eco / nature-based tourism activity?
uniqueness
of location
How to make 
the experience 
more appealing 
to visitors?
information
knowledge base
Which would be 
the best "tools"
to help build 
these experiences?
comprehensive
websites
7 different 
ecosystems
geological 
occurances
various unique 
landscapes
flora & fauna
range of
activities
accomodation
facilities
"walking during the day +
good dinning at night"
bush 
experience self-sufficiency
indigenous 
experiences
remoteness
isolation
feel safe
views
cater for various 
income levels,
ages, capacity...
theme 
packaging guided
tours
attract tourists
eco-classes
education
autumn leaves,
golf tours,
birdwatching, etc...
challenge with 
good organisation
accurate 
info
transport
infrastructure
maps, brochures
practical info, etc.
(can I bring a dog?)
touring routes
around nature
sustainable living 
events / conferences
(annual)
environmental,
cultural and heritage
values
surviving 
in the bush
DVD video for 
accommodation
centres
create
interest promotional 
books
linkage between 
organisations
(air, train, bus, car...)
packaging
market 
"close to home"
experiences
sydney - hunter valley - 
armidale - waterfall way - 
coffs - sydey
iPods
booking
systems
easy access
strong links
communication
inspiring
public relations
local 
knowledge
community
support
find niches
appropriate
marketing
visitor centres
re-assurance
promotional
video
niche groups
magazines / clubs 
newsletters / pamplhets
"things that 
we take 
for granted, 
other people 
that visit 
just LOVE!"
books, TV,
radio, print
Waterfall Tracks Network
Marketing Research Workshops
Dorrigo - 24 October 2006
Dorrigo CWA House
What is special 
about your favourite 
eco / nature-based 
tourism activity?
How to make 
the experience 
more appealing 
to visitors?
Which would be 
the best "tools"
to help build 
these experiences?
detailed
website
accessibility
cycling
awareness of
natural world
instantaneously
updated
"are you prepared for 
unexpected responses 
from the community?"
rich
biodiversity
walking
rafting
Dorrigo
Rainforest
Centre
canoeing
hotspot
diversity of
activities
unique range of
climate experiences
snow beach
ample range 
of people
education
re-establish
connection
guide books
& brochures
appropriate indigenous
consultation
indigenous info
activities info
geological info
facilities info
toilets
caravan parking
free camping (NZ)
cicleways
needed
packaged
info / deals
audit
everything
available
particular 
activities
for particular 
times
of the year
roadside signs
NP / SF
private land
fog / mist / rain
spectacular 
landscapes sunrises
coast line
rainforest
whole
experience
accurate/
reliable
local
knowledge
information
clear maps
assess personal 
needs & capabilities 
disabled
match 
expectations
consumer
perception
research
nurture sense 
of discovery 
and achievement
"hide" some info 
and let visitors
discover things
 by themselves
keep it
special
don't loose site
of what we've got here
tourism  V
local communities
how much 
do we want
to develop
the area?
"jobs are not 
THE MOST
important thing"
cater to
all needs
understanding
responsibility
avoid 
disapointments
local tourism
management
"branding" 
confusion:
complement
or conflict?
Waterfall Tracks Network
Marketing Research Workshops
Bellingen - 25 October 2006
Bellingen Shire Council
What is special 
about your favourite 
eco / nature-based 
tourism activity?
How to make 
the experience 
more appealing 
to visitors?
Which would be 
the best "tools"
to help build 
these experiences?
"should we tell too many 
people about this place? 
Do we want people taking 
away what we have here?"
older
people
theme 
walks
one single
website
accessibility
relaxed
lifestyle
assess fitness 
and abilities
recommend 
what's suitable
customize
choice
"clusters" 
of options within a range
"people build their
own experience"
all budgets
"easy buy"
quick decisions
views
Never Never
grading
make people 
feel comfortable
good
facilities
end up in a bar, 
or having a glass 
of champagne 
at the end of the day / walk
finding things
along the way
language &
information
descriptors sinage
multiple
idioms
accurate
"no rules"
freedom
appropriate
packagingconnect existing
product range
proper maps
& directions
well 
organised
support
services
education
experience
create new
values around
experiences
(cultural, ecological,
educational,
science based)
indigenous
contents
authenticity
local
catering
make the 
experience
"real"
"someone
in the
background"
total wilderness
experiences
looking after elephants,
corals; planting trees...
"experiences" is what people 
take away from the place
for local 
people
tailored to what 
costumers want
marketing
research
real
ecotourism
"what is 
ecotourism??"
governance
take rural people
on board
supply
chain
coordination
get business
going 
community
collaboration
website
promotion
councils
support &
input
common
direction
& goal
central
office
sustainability
sydney - hunter valley - 
armidale - waterfall way - 
coffs - sydey inspiring
Which would be 
the best "tools"
to help build 
these experiences?
authenticity
local
catering
real
ecotourism
"what is 
ecotourism??"
Waterfall Tracks Network
Marketing Research Workshops
Coffs Harbour - 26 October 2006
Southern Cross University
What is special 
about your favourite 
eco / nature-based 
tourism activity?
How to make 
the experience 
more appealing 
to visitors?
Which would be 
the best "tools"
to help build 
these experiences?
diversity
experiences
"don't throw away the 
original concept of a Long 
Distance Walking Track!!"
heritage
total
wilderness
accurate
information
maps
marked
trails
interpretation
make it interesting
& entertaining
discovery
tours
luxury
accomodation
& wilderness
safety
sign-out
sign-in
tranquility
spiritual sense of
mistery
under promise
surprise delivery
long distance
walking track -
why not?
match experience
with costumer
capacity
co-ordinated
product
quality
control
standards
keep with
the promise
training
who?
how?
co-ordinated
promotion
consumer 
perceiving
the one
message
branding?
what area?
marketing
campaign
is an enormous
effort!!!
website
respected,
trusted source
of information
call & market
"The Waterfall Track"
commercial
viability
environmental
capacity
of the place
match 
expectation
support from
local government
"what makes
this place so great?"
environmental
capacity
of the place
Waterfall Tracks Network
Marketing Research Workshops
Nambucca - 27 October 2006
Nambucca Shire Council - MacksvilleWhat is special about your favourite 
eco / nature-based 
tourism activity?
How to make 
the experience 
more appealing 
to visitors?
Which would be 
the best "tools"
to help build 
these experiences?
acessibility
facilities
website
local
knowledge
indigenous
elders
local
"characters"
unique
experiences
local
networks
7th generation
from a particular
local family
information
"help people
get the most
of it!"
camping
out
connection
with nature
wildlife
geology
history
of the region
working in
properties
insurance??
clear 
interpretative
signs
personal
aspects
cultural
experiences
education
expert
commentaries
guided
tours
showers
bed
water...
maps
grading
easy-difficult
walks
information
booklet
storyboards
acknowledge
country
short & long
walks
easy & difficult
areas
agencies
costumers
tourism
bodies
link with
other activities
& businesses
link with other
trails around
the world
existing
organisations central
co-ordination
"different trails
attract different people"
target
marketing
restriction
small
groups
makes 
the place
exclusive
clean
security
picture
packaging
tours
marketing
people's
stories
"if you know what 
you are going to 
expect you have a 
better experience"
particular 
activities
for particular 
times
of the year
whole
experience
small
groups
makes 
the place
exclusive
protection of the place
"keep it special"
co-ordinated
promotion
one direction
centrally
managed
link & add value
to what is already there
website
easy-buy
self-packaging
marketing
word 
of mouth
language
connection with
place / nature
create value
in experiences
awareness 
of the natural
world
eco-classes
"good" work:
monitoring corals, planting trees,
etc...
give back
accurate
accessible
guidebooks
brochures
descriptors
storyboard
guided
tours
experiences
theme walks
themes
offer
choice
self-packaging
grading
businesses
accessibility
cater for
each market
accomodation
natural
environment
stories
people
places
indigenous
valuing
local assets
information
communication
education
diversity
uniqueness
governance
co-ordinated
product
Waterfall Tracks Network
Marketing Research Workshops
~ Key General Ideas ~
local
catering
make it
"real"
themes
"make the experience interesting"
"make people feel comfortable"
"nurture sense of discovery"
- blockbuster movie production
- walk + dining
- champagne at Muttonbird Isl.
- youth camps...
insurance??
rural 
experience
"Things that we take 
for granted people 
just LOVE!"
"Are you ready for
unexpected inputs from 
the community??"
"What is real
'ecotourism'?"
"At this moment, cost 
shouldn't stop us, we 
should think of how to 
make it possible!"
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Appendix 2 
Waterfall Way Place Identity Reports 
 
 Walcha 
 Guyra 
 Armidale 
 Dorrigo 
 Bellingen and Urunga 
 Coffs Coast 
 
 Key Regional Identity Themes 
 
IntroductIon
This report is based on open conversations with twelve stakeholders and 
community members over four days in Walcha, in January 2007. It is organised 
in two main sections: The first one describes and shows a map of the key place 
identity themes found during the time spent in Walcha, which will inform the 
development of the Waterfall Way regional destination brand. The second part 
of this report highlights some Brand Management insights that came through 
during the conversations also identifying some existing and potential products in 
the place, as well as some gaps and opportunities on the local tourism market.
The exploratory conversations described in this report were around people’s 
perceptions of Walcha and their own places; and their relationship with the 
Waterfall Way tourism initiative. The main aim at this stage of the research is to 
identify key place identity themes that can help define and differentiate Walcha. 
The identity and local points of differentiation will inform the Waterfall Way 
branding process. 
Walcha’s conversations were mapped and digitally recorded. All over this report 
you will find quotes from the people we talked to in Walcha. We thought these 
quotes genuinely represent some important aspects of the place’s identity, and 
gives the real feel of what Walcha really is.
PeoPle
We would like to thank and acknowledge everyone with whom we had these 
“brand conversations” in Walcha, as listed below (in alphabetical order):
Brad & Tony, Walcha Royal Cafe; 
Burgh & Sue Blomfield,  Cheyenne Retreat;
Charlie Winter, Walcha Visitor Information Centre;
Elysabeth Elda, Anglea House;
Jillian Oppenheimer & Bruce Mitchell, Ohio State;
Katrina Bloomfield, Karori;
Reinhold & Liana Zielke, Winterbourne State; 
Ron Green, Aboriginal Land Council;
¢
¢
¢
¢
¢
¢
¢
¢
Brand ConCept & plaCe IdentIty ConversatIons - draft
WalCha 
16, 17, 18 & 30 January 2007
Key plaCe IdentIty themes
Unique landscape & skies
Peace and quiet
Australian cultures: Indigenous  
 and Pioneer farming
Cross Roads and rivers running  
 in different ways
Unique Australian Fauna 
Friendly people in a very artistic town
Closeness to heaven
¢
¢
¢
¢
¢
¢
¢
It’s a spiritual thing… 
We walk in heaven, mate, everyday, 
and its both, it’s what’s underneath your feet  
and its everything above, 
and there’s heaps of angels around.
Conversations and Report elaborated by:
Manuela Taboada & Mick O’Loughlin 
Centre for Ecological Economics 
& Water Policy Research, 
University of New England 
Armidale, NSW 2351 
mtaboada@une.edu.au / molough2@une.edu.au 
Tel.: 02 6773 3734     Fax: 02 6773 3237 
Brand ConCept & plaCe IdentIty ConversatIons - WalCha - 16,17,18 & 30 January 2007 
Key plaCe IdentIty themes
Walcha’s identity is shaped by its distinctive and breathtaking landscape. The 
gorge, the rivers running to the east and to the west, the deep greens and hazy 
blues of the mountains… the unique Australian Wildlife present in Walcha 
provides frequent encounters with some rare and endangered fauna such as the 
Brush Tailed Wallabies, Long Neck Turtles, Dingoes, Albino Kangaroos. The 
“highlands” dramatic weather creates a special atmosphere and gifts Walcha 
residents with beautiful frost sculptures in the early mornings, dancing clouds 
during the day, enigmatic mists and nights so clear that “you feel you can touch 
the stars”.
Other very significant aspects of Walcha’s identity which have a very strong 
relationship to the ones mentioned above, are: 
The Australian Cultures: an intense Indigenous aspect, history  
 and sacred places, combined with the Pioneer History and local farming 
 which has been shaping the landscape in the last 150 years; 
(The “cross-roads”, and “cross-rivers” in a place that has been  
 an indigenous travelling cross point long before the Thunderbolt’s Way  
 crossed the New England highway in the heart of town; 
A peace and quiet atmosphere that invokes locals and visitors to total 
 relaxation, enabling people to switch off from busy city life and re-connect 
 to nature;
The friendliness of the people who always wear the most beautiful  
 smile on their faces.
This evident “closeness” to nature and the opportunity to experience nature 
through landscape, skies, flora and fauna emphasises a strong spiritual 
connection that happens in Walcha. It feels as if the place is “closer to heaven”, 
and this peaceful and friendly vibes can be fully enjoyed by residents and 
visitors.
The next page shows a map that represents the ideas above in a more detailed,  
visual format which allows us to view and understand the relationships between 
each of the described themes.
¢
¢
¢
¢
It’s trying to go back to feeling 
the earth beneath your feet, 
the mud between the toes, 
and walking through the bush, 
like our ancestors did
“Out there, the gorge, pristine 
wilderness, no noi se, no lights…”
“To slow down, come back and smell 
the trees…”
“We can have heavy frost in the 
morning, but after that we always 
have beautiful sunny days...”
“The skies!The skies are magic!”
“It’s a getaway-from-it-all sort of 
area”
“It’s a pretty friendly sort of town”
“It’s a geographical susrpri se!“
“Usually the gorge i s: 
 ‘Ohhh… Absolutely spectacular!’” 
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some Brand management InsIghts
This section of the report shows some ideas and reflections on the management 
of the Brand for the Waterfall Way Tourism project, in relation to Walcha’s 
community members view of the whole destination, and of Walcha as a 
destination itself.
During the brand concept / place identity conversations with local people 
/ stakeholders of the project in Walcha, some interesting ideas and issues 
regarding potential market and products offered in the region were mentioned, 
as well as some underlying principles that should be considered during  
the brand development, application and management.
Walcha places and experiences seem to be characterised by some special  
and unique features, such as: 
unique nature based quiet retreats
intimate contact with nature and wildlife
diversity of activities and experiences (natural, historical,  
 artistic, indigenous)
unique landscape
the dIlema
Walcha – as the combination of the township with the sorrounding farms –  
faces a dilemma between the identified need to open new pathways, 
opportunities and experiences, and the risk that this “development” may bring  
to the local unique lifestyle.
Unless these new developments are well and sustainably managed,  
the uniqueness, solitude, small scale, intimate nature experience could be 
lost. One of the solutions to this dilemma, which came out from the local 
conversations, was in relation to involving niche markets with a diversity  
of local experiences, and target visitors who are seeking a deeper connection  
to the place itself.
¢
¢
¢
¢
You can almost hide yourself  
from the rest of the world!!!
“Small children and animals… 
show them that’s the real world, 
they haven’t got a clue! (…) And they 
can’t believe the milk i s warm…”
“Teach some of the important things 
about life, really, about nature and 
living with the land.”
“When we first started off, thi s 
i s what we wanted to do… to 
introduce people back to the real 
life, to where things came from, the 
basic.”
“No one owns the land, they just look 
after it until the next one comes 
along”
“We talk about the “city of art”, but 
then nobody seems to know a lot 
about it (…) I mean, you see the 
sculptures, but you can’t actually see 
the paintings.”
No traffic jams, no sirens...
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1. eCo guIded WalKs:
Educational experience, based on expert local knowledge 
 of the Country, its Ecologies, Geologies and Stories;
There are already prepared local (white and indigenous)  
  guides;
Charlie Winters.
¢
¢
¢
Potential: 
Wild walks;
Walks between farmstays / B&B; 
The walks could be based on small groups (6max),  
 in order to maintain and encourage stewardship  
 and sustainability. Walkers could also be supported 
 with luggage being transferred ahead.
¢
¢
¢
Related Market
The ideal groups are formed by like-minded people, willing to connect with nature.
2. farmstays and retreats:
Not only accommodation, but an experience in itself
Burgh & Sue (Cheyenne), Katrina Bloomfield, Rob Holden
¢
¢
Related Market
Young families, Families from the city, rest to parents, farm 
experience to the kids.
3. Bed & BreaKfast
Travelling between Brisbane and Sydney – North and West 
 to Coast;
Reinhold and Liana.
¢
¢
Related Market
Young professionals, explorers, high income, overseas;
Independent baby boomers, fit & fifties 
¢
¢
Accomodation with style, can be a link to the other activities in the region (walks, indigenous, historical, art), can be 
focused on some of those activities as well and offer the whole experience – where the accommodation is or reflects 
part of the activity itself… (Eg. Hunting huts for hunters…)
bush tucker food;
didge making;
guided walks in the country, special meeting places.;
Art – Local Art Gallery needed;
Ron Green and Sue Hudson.
¢
¢
¢
¢
¢
exIstIng and potentIal tourIsm produCts & experIenCes
4. aBorIgInal Cultural experIenCes
 There are some very interesting potential indigenous activities to be offered locally in Walcha that can  
 be combined with other activities already enlisted here. Local Aboriginal Representative (Ron Green) suggested  
 some of the activities below, mentioning that he and others are ready to test and offer these experiences.
Related Market
Fit & Fifties;
Young overseas explorers;
Adolescent and Young Leaders.
¢
¢
¢
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6. Cafes
 A range of new cafes are opened in town, and their activities could be improved with the encouragement of the  
 arts exhibitions new galleries and museums. Historical experiences could also be easily liked with Cafes and Galeries.
7. road BIKes stopovers, BaCK road BIKe tourIng, Car CluBs 
 There is already a notable number of road bikes passing through Walcha,  
 some of them staying over night. Most stop or would stop for a good coffee 
 or a beer. These are both younger and older people, explorers with money,  
 traveling around the country or the world. There is potential for back road 
 bike riding supporting activities.
some IdentIfIed gaps and possIBIlItIes:
Upmarket Eco-lodges
Guided Walks in wild country and between farmstays
Aboriginal cultural experience
Art and Gallery
Catering for small speciality groups
Some Identified Niche Markets
¢
¢
¢
¢
¢
¢
5. pIoneer / hIstorICal experIenCe
There are guides prepared to take tourists around town  
 on a historical tour;
Pioneer Museum – Pioneer cottage, that attracts the 
 interest of people but seems to need some management 
 and better marketing to be a full success and town attractor;
Interesting and Historical Homesteads around town, 
 that could be visited by arrangement;
There is a potential for Storytelling activities, engaging 
 local characters and indigenous people.
¢
¢
¢
¢
Shearing experience: visitors seem to show an interest  
 in witnessing the local wool industry, it has been 
 suggested, by one of the stakeholders, that the farmers 
 who would want to welcome visitors to experience  
 the shearing should advise the Visitor Info Centre  
 of their shearing dates. The VIC would then have  
 a list of farms, and indicate visitors that would be 
 interested to experience such activity.
Related Market
Fit & fifties; Boomers and Older; Caravaners
¢
nIChe marKets
From these conversations, it seems that the people that would be 
welcome to Walcha, and that would enjoy and help to preserve 
the experiences this place offers, are the people who are willing 
to connect with nature – in different levels, for each niche market 
– people seeking a certain spiritual connection to the country, 
being it just relaxing on the quietness of a farmstay, going on 
adventurous wild walks, experiencing some of the local aboriginal 
culture, searching for historical features of the New England, or 
enjoying local art.
Some of the identified existing or potential niche markets are as 
follows:
Independent baby boomers, Fit & fifties
Young Professionals, Explorers, High Income Overseas 
 Travellers
Adolescent, Young Leaders Training, Private Schools  
 (NEGS, PLC, TAS)
¢
¢
¢
When it rains 
everything really glows!
“New England to Coffs Coast Cross Region 
Sustainable Tourism Project”, 
coordinated by the New England Ecotourism Society Inc 
funded by the Australian Tourism Development Program
Oh! We’ve made 
so many friends 
over the years!!!
IntroductIon
This report is based on open conversations with eight stakeholders and community 
members in Guyra, on 15 & 16 March 2007. This document is organised in two 
main sections: The first one describes and shows a map of the key place identity 
themes outlined during the conversations in Guyra, which will directly inform the 
development of the Waterfall Way regional destination brand. The second part of 
this report highlights some Brand Management insights and identifies some existing 
and potential products in the place, as well as some gaps and opportunities on the 
local tourism market.
The exploratory conversations described in this report were around people’s 
perceptions of their place, as well as the relationship of the places with the Waterfall 
Way tourism initiative. The main aim at this stage of the research is to identify key 
place identity themes that can help define and differentiate Guyra from other places 
in the destination. The highlighted identity themes and local points of differentiation 
will inform the Waterfall Way branding process. 
The conversations were mapped and digitally recorded. All over this report you 
will find quotes from the people we talked to. We thought these quotes genuinely 
represent some important aspects of the place’s identity, and gives the real feel of 
what Guyra is like.
PEoPLE
We would like to thank and acknowledge everyone with whom we had these 
“brand conversations” in Guyra as listed below (in alphabetical order):
Brian Irving, Local Artist
Bob Furze, Guyra Shire Council
Dave & Tania Kickpatrick, Top of the Range Retreat
Lynne & Wal Chapman, Milani Trout Cottages
Nicole O’Malley-Jones, Fork & Spoon Guyra
Pat Laker, Guyra Park Motel
¢
¢
¢
¢
¢
¢
Brand ConCept & plaCe IdentIty ConversatIons - draft
Guyra 
15 & 16 MarCh 2007
Key plaCe IdentIty theMes
Climate: cold weather, seasons, 
 possibility of snow;
Quality and sophistication combined  
 with simple country life;
Small country town: relaxed, quiet  
 but close to everything;
Closeness to the sky and stars.
¢
¢
¢
¢
‘We have a cool climate 
but a warm welcome...’ 
That’s a good way to describe Guyra!
Conversations undertaken by: 
Manuela Taboada 
Report elaborated by: 
Manuela Taboada & Mick O’Loughlin 
 
Centre for Ecological Economics 
& Water Policy Research, 
University of New England 
Armidale, NSW 2351 
mtaboada@une.edu.au / molough2@une.edu.au 
Tel.: 02 6773 3734     Fax: 02 6773 3237 
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Key plaCe IdentIty theMes
Guyra’s identity is strongly shaped by its altitude and climate. The cool weather, still 
seen by some as a drawback in terms of attracting tourism, is, in fact, one of Guyra’s 
strongest assets and an excelent point of differentiation.
The four seasons, the beauty of autumn and possibility of snow in winter; the different 
animals and plants that grow in cooler climates increase the romantic feel that an 
open fire and a glass of wine can create. The friendly community in Guyra makes all 
efforts to create a  cosy and warm atmosphere, in a cold town!
Another interesting aspect of Guyra’s identity is the sophistication and quality 
embedded in everything that is produced and offered in town. Refined cafés and 
elegant shops bring life to the main street, creating opportunities for indulging and 
pampering for those who cannot live without! In Guyra you can have “city quality 
with a country feel.”
The lagoons, the rivers and the beautiful green farms cast the outskirts of town 
inspiring the numerous artists and painters in Guyra. High quality trout, special eels, 
fine Merino wool and high-quality Wagyu beef are produced in the area; much of 
which is directly exported.
The climate combined with the intensity of sunlight that the area receives brought 
to Guyra a large-scale tomato farm, which is now strongly shaping the dynamics of 
the town; not only by creating new job opportunities, but also by attracting other 
businesses to the place, due to its success and good  receptiveness in town 
“Guyra is really going ahead!” Thanks to its special climate; the high standards of 
everything that is produced in and around town; and to the positive and friendly 
attitude of its people.
The next page shows a map that represents the ideas above in a more detailed visual 
format that allow us to view and understand the relationships between some of the 
described themes.
“I though of going back to my home 
town, but why would I go anywhere 
else, i f all my friends are here?”
“I love the autumn, I love the feeling 
that we got the seasons, I love that  
we get cold at night and I love the fact 
that it might have a chance  
of snowing !”
“The climate i s cool enough to cuddle!“
“Experiencing the change of the 
seasons i s beautiful, the autumn i s so 
colourful to the eye...“
“The other thing that i s amazing i s 
water; we have water. [People come 
here from different places] and are just 
amazed with water and how beautiful 
it i s that we have all thi s green.”
“Guyra i s flat, easy to walk, easy to get 
parking…”
I think it would be “autummy” colours, dark greens,  
and dark reds, the falling of trees and everything like that (...) 
those really autummy, winter kind of colours that are warm… 
even that warm blue…  
I think we need to be focusing on the warmth…
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soMe Brand ManaGeMent InsIGhts
This section of the report shows some ideas and reflections on the management 
of the Brand for the Waterfall Way Tourism project, in relation to Guyra as one 
of the destinations as for itself and as part of the Waterfall Way.
Some interesting ideas and issues regarding potential market and products 
offered in the region were identified during the brand concept / place identity 
conversations with local people / stakeholders of the project. Some underlying 
principles that should be considered during the brand development, application 
and management are listed in this section of the report.
The experiences in Guyra and around seem to be characterised by some 
special and unique features, and according to the people we have talked to, the 
management insights and strategies on how to portray these features should be 
based on: 
Working together as a region without loosing the character of each place; 
Coordinating the information all along the region, connecting the places, 
 creating partnerships and offering more diverse packages; 
Catering for multiple interests, as the diversity of the region and variety  
 of experiences allows for that.
¢
¢
¢
We should be linking together, we should know 
what each other is doing (...) We should be 
working more closely [in terms of tourism], I 
like the idea of a website were you have it all 
connected.
“Come and stay, and see the work, and 
experience the farm life (…) and the 
pampering side of your life can be 
catered for too.”
“Driving through Tingha i s amazing, 
with the cows walking down in the 
middle of the street… ”
“You can probably do a little bit of 
Tourism without loosing the sense of 
where you are “
“Make sure people are well catered for, 
make them feel special...“
“I love the smell of the gum leaves 
burning in a bush camp fire...“
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1. sophIstICated Country experIenCes
Top quality country accommodation - the Australian feel.
Focused on pampering, relaxing, retreating -  
 recharging the batteries in style.
Offer very soft and supported country activities  
 such as short river walks, helicopter rides, picnics  
 and barbecues catered for with local produce.
Take advantage of the sophisticated side of town  
 and the cool climate.
¢
¢
¢
¢
exIstInG and potentIal tourIsM produCts & experIenCes
Potential:
Combining with the high standard local produce  
 and specialities offered in Guyra.
Link with some cultural and artistic experiences  
 or events in Armidale.
Related Market
Independent young professionals;
Fit & fifties;
Anyone who is willing to have, and could afford, 
 a good treat.
¢
¢
¢
¢
¢
2. WInter and autuMn tours
People from the coast come to avoid summer’s coastal 
 humidity “feel cold”, wear their winter clothes  
 and experience the mountain climate, the frost  
 and the open fires.
Guyra is especially beautiful in autumn when  
 the trees start to change colours, and can always  
 offer the possibility of snow.
¢
¢
3. ‘BaCK to BasICs’ farM experIenCe
Famstays offering the experience of the “real world”;
Opportunities for kids to appreciate, learn and  
 understand the work on the farm and the ‘cycle of life’;
Showcasing the work in the different production areas: 
 Trout farms, fishing experiences, Merino sheep farms, 
 Cattle grazing, the tomato farm… 
Combine relaxing for the parents with learning and fun 
 for the kids.
¢
¢
¢
¢
Potential 
Can be combined with visits to other farms in the region, 
day trips to Thinga, Green Valley farm, Langothlin lagoon, etc.
Related Market:
Families with kids
School groups
¢
¢
¢
Potential
Programs could be organised around rural areas  
 in Armidale, Guyra and Walcha.
Related Market
Fit & Fifties, Independent couples
Families
¢
¢
¢
4. roMantIC WInter experIenCes
Cater for honeymoons and special romantic holidays
There is space for both top class and rustic  
 accommodation, as long as it offers a romantic  
 and warm ambience as well as some “pampering”.
Open fires, wine, sophisticated local food…
¢
¢
¢
No phones, no traffic, no noise… 
“The NERAM is pretty much a jewel in 
the crown”
“Anyone who wants to escape the coast, 
find a bit of a cooler weather…”
Potential
Link with activities such as “carriage tours”, rowing boats, 
 walking trails at sunset, etc. 
Related Market:
Honeymooners - wedding market
Couples without kids
¢
¢
¢
“New England to Coffs Coast Cross Region Sustainable Tourism Project”, 
coordinated by the New England Ecotourism Society Inc funded by 
the Australian Tourism Development Program
IntroductIon
This report is based on open conversations with seven stakeholders and community 
members in Armidale, during February and March 2007. This document is 
organised in two main sections: The first one describes and shows a map of the key 
place identity themes outlined during the conversations that will directly inform 
the development of the Waterfall Way regional destination brand. The second 
part highlights some Brand Management insights and identifies some existing and 
potential nature based products, as well as some gaps and opportunities on the 
local tourism market.
The underlying theme of the exploratory conversations was people’s perceptions 
of their places, as well as the relationship of these places with the Waterfall Way 
tourism initiative. The main aim at this stage of the research is to identify key 
place identity themes that can help define and differentiate Armidale area from 
other places in the region. The highlighted identity themes and local points of 
differentiation will inform the Waterfall Way branding process. 
The conversations were mapped and digitally recorded. All over this report you 
will find quotes from the people we talked to. We thought these quotes genuinely 
represent some important aspects of the place’s identity, and gives the real feel of 
what Armidale is like.
PEoPLE
We would like to thank and acknowledge everyone with whom we had these 
“brand conversations” in Armidale, as listed below (in alphabetical order):
Colin Wood, Bushwalking Club
James Rainger, Armidale Helicopters
Jim Maher, University of New England
Joc Coventry, Armidale Outdoors
Lynne Hosking, Armidale National Parks Association
Robert Haworth, University of New England
Stuart Allardice, Tourism and Marketing Manager, Armidale
¢
¢
¢
¢
¢
¢
¢
Brand ConCept & plaCe IdentIty ConversatIons - draft
armIdale 
marCh, aprIl 2007
Key plaCe IdentIty themes
Culture and Education – UNE, Schools;
Vibrant community in a heritage 
 “country town”;
Right size: not so small, have  
 everything, still country town lifestyle;
Cool weather and Four Seasons;
Location: easy access to wilderness,  
 rural areas, big cities and to the coast;
Natural Environment: gorge country  
 – diverse, pristine and undiscovered.
¢
¢
¢
¢
¢
¢
I’d like to see Armidale branded 
as a city of the Arts, Education and 
Technology (...) 
The technology also gives a sense of 
a vibrant community, cutting edge 
things are happening here… while 
it has got its heritage, it has thi s 
optimism and vibrancy…”
Conversations undertaken by: 
Manuela Taboada 
Report elaborated by: 
Manuela Taboada & Mick O’Loughlin 
 
Centre for Ecological Economics 
& Water Policy Research, 
University of New England 
Armidale, NSW 2351 
mtaboada@une.edu.au / molough2@une.edu.au 
Tel.: 02 6773 3734     Fax: 02 6773 3237 
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Key plaCe IdentIty themes
Armidale is strongly shaped by cultural and educational activities; by its vibrant  
mixed community; and by its unique location, which provides access to several 
National Parks and wilderness areas. The temperate high altitude climate blesses 
Armidale with “invigorating coolness” in Winter, colourful Springs and golden 
Autumns. The combination of all these aspects and the fact that they converge in  
a town with strong heritage and invaluable building stock, makes of Armidale  
a truly unique place.
The education activity in Armidale, represented by the University of New England 
and the traditional private schools, provides work for the community and guarantees 
a constant flow of young people from varied backgrounds. Needless to say the 
education industry promotes the encounter of experienced teachers, lecturers and 
professors as well as the production of cutting edge knowledge and technology.
The University and the schools are, however, only one of the aspects that orchestrate 
rich cultural life existing in Armidale. The Music and the Arts constitute a significant 
part of the town’s identity. The Conservatorium of Music and the Regional Art Gallery 
are two examples of the impacts the Arts have over Armidale’s community. They add 
to the celebration of a classy and sophisticated atmosphere that surrounds town.
These aspects enhance the vibrancy and richness of cultures in Armidale’s mixed 
community; composed of people from various backgrounds, different places in 
Australia and around the world. There is a creative tension in the air: the local 
history and heritage, classical expressions of art and traditional knowledge centres; 
combined with - and maybe we could say ‘refreshed by’ - a hint of vanguard, cutting 
edge technology and philosophy that is produced locally; and the young, mixed 
community, full of energy and enthusiasm, that Armidale attracts.
There is always something interesting to do in Armidale. There is always something 
new. There is always someone different to meet. It is common to hear stories 
of people who came to study for a year and never left… ‘Got caught up in the 
community’. Armidale is a country town that has everything.
The size of town says a lot about this strong sense of community. It is ‘not so big and 
not so small’. You know almost everyone, but there is always someone new to meet. 
You can get to work from anywhere in about five minutes by car or in twenty, walking 
or cycling – and you actually can walk or cycle anywhere. Some say Armidale is 
just ‘the right size for a polis’, the Greek ideal of a place organised for philosophical 
purposes with a strong focus on its body of citizens. Maybe this actually is the ideal 
description for Armidle.
Another aspect to be considered regards the ‘undiscovered’ wilderness and World 
Heritage areas around Armidale.  A true ‘wonderland’ for bushwalkers, mountain-
bikers, nature lovers and peace seekers. People who wish to enjoy and connect to 
nature but still want to be in a small place that offers everything, including easy and 
quick access to the bigger cities around.
The next page shows a map that represents the ideas above in a more detailed visual 
format that allow us to view and understand the relationships between some of the 
described themes.
“Certainly it’s a city of Culture  
and the Arts”
“It’s a nice climate! Not to hot in 
summer… nice sunny winter days”
“Education has been here for quite 
some time… it’s the oldest regional 
university in the country… and 
you can follow that up through the 
buildings…”
“Fairly undiscovered, being a fair way 
from Sydney… the wilderness areas 
here are really undiscovered and not 
developed, and I think that will stay…”
“You got the best of both worlds, i f you 
want the western experience, you just 
drop off the tablelands… there’s lots of 
nice little towns west of Armidale…”
“... and you’ve got the rugged nature of 
the country...“
“The colours, the parks and Waterfalls, 
and the fresh air!”
“Early in the morning, the granit soil 
has that sort of soft golden colour; in 
the middle of the day, when the  light 
i s a bit harsh we have greys and blues; 
but late afternoons have a glow, a deep 
gold, almost orange, in the gorges...”
“I came here to do further study 
and I got caught up here… in the 
community…”
“What a spot for a University!”
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some Brand management InsIghts
This section of the report shows some ideas and reflections on the management 
of the Brand for the Waterfall Way Tourism project, in relation to Armidale as 
one of the destinations by itself and as part of the Waterfall Way.
Some interesting ideas and issues regarding potential market and products 
offered in the region were identified during the brand concept / place identity 
conversations with local people / stakeholders of the project. Some underlying 
principles that should be considered during the brand development, application 
and management are listed in this section of the report.
The experiences in Armidale and around seem to be characterised by some 
special and unique features, and according to the people we have talked to, the 
management insights and strategies on how to portray these features should be 
based on: 
Not overselling the places;
Focusing on the combination of different landscapes, climates and cultures 
 in the region between Walcha and the Coast; 
Understanding that the uniqueness of the place rests on its diversity;
Coordinating information and communication about the region,  
 highlighting the contrast between the tablelands and the coast;
Using poems and poetic language, especially from local / regional poets;
Focusing on the re-connection with nature, create opportunities for  
 learning and appreciation of the environment. 
One of the operators suggests that information and coordination is the key to 
better communicate and “sell“ the area:
“Coordinate something so it would be possible for someone from Sydney to say:  
‘I want to and walk for a week, it’s summer, it’s hot, so I want to be up in the 
mountains, that sort of thing, where could I go?’ - ‘Here’s a brochure, this will 
give you the context and enough information and if you are interested you 
get on the Net and get more information…’ Much about that is getting the 
knowledge together and coherent enough that someone who wasn’t involved on 
the bushwalking club in Armidale could pick up and say: ‘hmmm… with a bit of 
work I could do that’… but have enough information that say: ‘ok, there’s three 
or four contacts here, I can actually go and do it.’ “
¢
¢
¢
¢
¢
¢
It’s more a wilderness experience, I think, and it has to be tied in with the gorge 
country and the rivers… and the experience is to literally get down on to one of 
the rivers and walk or canoe… and it can be two or three days without seeing 
another person, without seeing a house, without seeing anything… it’s that kind 
of experience that is fantastic! But it’s not available for the general public...
“The NERAM is pretty much a jewel in 
the crown”
“Anyone who wants to escape the coast, 
find a bit of a cooler weather…”
“It’s not the sort of area you want to have 
100 people a weekend going and doing 
all sorts of stuff, there’s just not the 
facilities for that…”
“You can only sell it to a small part 
of the market… It’s a different sort of 
wilderness experience, but it’s something 
that i s maybe unique, that we don’t have 
the crowds...”
“I love the wilderness, because it’s not too 
tamed, but, on the other side of it, i f you 
try to attract touri sm, that’s a big hole in 
the system”.
“It’s very important that the visitors 
appreciate and be part of the 
interconnectedness of everything”
“It’s a place where you feel the potential 
to grow, learn and fulfill your dreams, 
that’s why ‘thive’ was chosen as a brand 
for Armidale.. It’s not only for touri sm...”
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1. two- or three-day walK produCt
Provide track notes and information (facilities available, 
 camping areas, other accommodation, environment, etc;) 
Create something soft that visitors who do not have 
 the necessary bushwalking skills, knowledge  
 or equipment could do by themselves;
NEES is already working in some one-day walking 
 brochures with track notes, information and maps;  
 this could be extended to longer walks.
¢
¢
¢
exIstIng and potentIal tourIsm produCts & experIenCes
Related Market
Easy to “sell”: visitors that are looking for something 
 “not-so-hard-but-still-adventurous” to do;
Independent couples, fit & fifties;
School groups;
Families with older kids.
¢
¢
¢
¢
2. sophIstICated wInter and autumn tours
People from the coast come to “feel the cold”, wear  
 winter clothes and experience the mountain climate,  
 the frost and the open fires;
Accomodation with “style - fam stays, bed and breakfast, 
 homesteads...
“Programs could be organised around rural areas  
 in Armidale, Guyra and Walcha to cater for this demand;
Combine with the local history and heritage, art, music,  
 wine, gourmet food, and the sophisticated cultural lifestyle 
 in Armidale, creating a classy Winter Retreat experience.
¢
¢
¢
¢
3. vIsItIng frIends and Cultural events
There is good potential for Armidale to start  
 hosting sustainability related and “green” events  
 that can be supported and endorsed by local related 
 businesses and academic community;
SLEX, that happened in February this year was  
 a very good example of one of these events;
¢
¢
These events can be combined with other nature 
 based activities available around town, creatinf a good 
 opportunity for bringing visitors into the area.
Related Market
Visiting friends and family;
Independent (young, couples, fit&fifties)  
 with “green” philosophy & special interest groups
¢
¢
¢
Soft, supported, well catered for walking experiences  
 could be easily added to this ‘package’;
It matches well with the “visiting friends and family” 
 market, and with some of the Autumn events that 
 happen in Armidale.
Related Market
Fit & Fifties, Independent couples;
Visiting friends & family.
¢
¢
¢
¢
Potential:
Offer support and options for more comfortable accommodation along the track;
Make shorter and longer walks that connect to each other – visitors can choose how long they wish to stay in the bush.
¢
¢
4. IndIgenous experIenCes
There are already some indigenous based experiences being offered in Armidale and its surroundings;
During the conversations it has been mentioned that some tourism activities involving young indigenous 
 people could be developed and that this could foster, in themselves, deeper learning about their heritage.
¢
¢
... it’s making the country more accessible to the 
general public with a low levels of skills… 
“The NERAM is pretty much a jewel in 
the crown”
“Anyone who wants to escape the coast, 
find a bit of a cooler weather…”
“Come and see the trees…  
it’s so spectacular in Autumn”
we are really lucky to live here...
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By channels of coolness the echoes are calling,
And down the dim gorges I hear the creek falling:
It lives in the mountain where moss and the sedges
Touch with their beauty the banks and the ledges.
Through breaks of the cedar and sycamore bowers
Struggles the light that i s love to the flowers;
And, softer than slumber, and sweeter than singing,
The notes of the bell-birds are running and ringing.
The silver-voiced bell birds, the darlings of daytime!
They sing in September their songs of the May-time;
When shadows wax strong, and the thunder bolts hurtle,
They hide with their fear in the leaves of the myrtle;
When rain and the sunbeams shine mingled together,
They start up like fairies that follow fair weather;
And straightway the hues of their feathers unfolden
Are the green and the purple, the blue and the golden.
October, the maiden of bright yellow tresses,
Loiters for love in these cool wildernesses;
Loiters, knee-deep, in the grasses, to listen,
Where dripping rocks gleam and the leafy pools glisten:
Then i s the time when the water-moons splendid
Break with their gold, and are scattered or blended
Over the creeks, till the woodlands have warning
Of songs of the bell-bird and wings of the Morning.
Welcome as waters unkissed by the summers
Are the voices of bell-birds to the thirsty far-comers.  
When fiery December sets foot in the forest,  
And the need of the wayfarer presses the sorest,  
Pent in the ridges for ever and ever  
The bell-birds direct him to spring and to river,  
With ring and with ripple, like runnels who torrents  
Are toned by the pebbles and the leaves in the currents.
Often I sit, looking back to a childhood,  
Mixt with the sights and the sounds of the wildwood,  
Longing for power and the sweetness to fashion,  
Lyrics with beats like the heart-beats of Passion;  
- Songs interwoven of lights and of laughters  
Borrowed from bell-birds in far forest-rafters;  
So I might keep in the city and alleys  
The beauty and strength of the deep mountain valleys:  
Charming to slumber the pain of my losses  
With glimpses of creeks and a vision of mosses
Henry Kendall 
“Bellbirds”
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South of my days’ circle, part of my blood’s country, 
ri ses that tableland, high delicate outline 
of bony slopes wincing under the winter, 
low trees, blue-leaved and olive, outcropping granite- 
clean, lean, hungry country. The creek’s leaf-silenced, 
willow choked, the slope a tangle of medlar and crabapple 
branching over and under, blotched with a green lichen; 
and the old cottage lurches in for shelter.
O cold the black-frost night. The walls draw in to the warmth
and the old roof cracks its joints; the slung kettle
hisses a leak on the fire. Hardly to be believed that summer
will turn up again some day in a wave of rambler-roses,
thrust it’s hot face in here to tell another yarn-
a story old Dan can spin into a blanket against the winter.
Seventy years of stories he clutches round his bones,
Seventy years are hived in him like old honey.
(...)
South of my days’ circle.
I know it dark against the stars, the high lean country
full of old stories that still go walking in my sleep.
Judith Wright
Extract: “South of my days” (1940)
“New England to Coffs Coast Cross Region Sustainable Tourism Project”, 
coordinated by the New England Ecotourism Society Inc funded by 
the Australian Tourism Development Program
IntroductIon
This report is based on open conversations with eleven stakeholders and 
community members over three days in Dorrigo, in January and February 2007. 
It is organised in two main sections: The first one describes and shows a map of 
the key place identity themes found during the time spent in Dorrigo, which will 
inform the development of the Waterfall Way regional destination brand. The 
second part of this report highlights some Brand Management insights that came 
through during the conversations also identifying some existing and potential 
products in the place, as well as some gaps and opportunities on the local 
tourism market.
The exploratory conversations described in this report were around people’s 
perceptions of Dorrigo and their own places as well as their relationship with the 
Waterfall Way tourism initiative. The main aim at this stage of the research is to 
identify key place identity themes that can help define and differentiate Dorrigo. 
The identity and local points of differentiation will inform the Waterfall Way 
branding process. 
Dorrigo’s conversations were mapped and digitally recorded. All over this report 
you will find quotes from the people we talked to. We thought these quotes 
genuinely represent some important aspects of the place’s identity, and gives the 
real feel of what Dorrigo really is.
PeoPle
We would like to thank and acknowledge everyone with whom  
we had these “brand conversations” in Dorrigo and Thora,  
as listed below (in alphabetical order):
Barbara Webster, NPWS
Di & Paul McDonald, Tallawalla Retreat
Dina Luciani, self contained accomodation
Desmae & Richard Harrison, local community member
Helen Clark, Visiting Information Centre
Helen Shapland, Wyldefel Gardens & VIC
Kenton Shaw, Misty’s Restaurant 
Lea McLoughlan & Denise Pugh, Lombok Café - Thora
Ruth & Rod Holmes, land owners
¢
¢
¢
¢
¢
¢
¢
¢
¢
Brand ConCept & plaCe IdentIty ConversatIons
dorrIgo  
31 January, 01 & 02 FeBruary 2007
Key plaCe IdentIty themes
Country town, local experience
Unique combination of landscapes:  
 mountains, farmd, rainforest, sea
Rain, wetness, greenness
Spectacular cloud formations  
 and Mist
Light and shadow – “the glow”
Secret places, discovery
Quiet, relaxing atmosphere
¢
¢
¢
¢
¢
¢
¢
This i s a real melting pot… 
the Dorrigo area individually i s 
the melting pot of the tropical 
and the temperate coming together… 
biological hotspots where the two 
ecosystems are coming together, 
absolutely unique, 
but no one knows that...
Conversations undertaken by: 
Manuela Taboada 
Report elaborated by: 
Manuela Taboada & Mick O’Loughlin 
 
Centre for Ecological Economics 
& Water Policy Research, 
University of New England 
Armidale, NSW 2351 
mtaboada@une.edu.au / molough2@une.edu.au 
Tel.: 02 6773 3734     Fax: 02 6773 3237 
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Key plaCe IdentIty themes
Two very significant aspects define Dorrigo’s identity: its landscape and wet 
climate; and its small country town atmosphere. 
The landscape shapes Dorrigo as the place with a unique combination of lush 
green coastal mountains that form an “edge” between the farming casting the 
hills, the rich rainforest and the seascape with its far vistas. The rain and the 
wetness, combined with the spectacular cloud formations, amazing electric 
storms, and the mist that rolls up the mountains gives Dorrigo a special 
mysterious mood. It smells wet and fresh. Dorrigo has “secret places”, that 
visitors are taken to when they show interest and ask about certain features.
Another significant aspect of Dorrigo’s landscape and weather is the effects 
of light and glow through the skies over the land, with the clouds creating an 
impressive spectacle of light and shadow over the plateau. This light show 
seems to be inspired by the Dorrigo Dramatic Club performances. Everything 
“glows” in Dorrigo. After rain, the fields shine golden with wetness reflecting the 
sun, and at night, the open fires lit in the houses and gleaming candles at the 
restaurants creates a magical atmosphere both for residents and for some of the 
visitors who may be paying attention at it.
Dorrigo’s authentic small country town character invokes a very welcoming, 
friendly and relaxing feeling. The quietness and the freedom, the simplicity and 
the natural ambience, that little bit of extra time that people still have to stop 
and have a chat with you down the street, the small shops that are very different 
from the “glamour shops you can find everywhere”… all these make visitors 
from big cities think about the small, simple but special things that they have 
long forgotten. People feel special in Dorrigo.
Another aspect of the “country town” ambience, however, is reflected by a very 
strong reaction to protect its essence. Local people do not want their places 
spoilt by high volume uncontrolled tourism or unmanaged development. It is an 
important issue that must be raised, and that brings to surface questions such 
as: (i) how to balance tourism activity in Dorrigo, in a way that it is good for 
the local business and people, but that does not spoil the small country town 
lifestyle and protocols? (ii) How to locally manage development and change so 
that it brings happiness to the place, not only “growth”, jobs and money? 
The next page shows a map that represents the ideas above in a more detailed,  
visual format which allows us to view and understand the relationships between 
each of the described themes.
“This i s the spot where the 
mountain go closest to the sea.“
“ Untouched… we don’t have to have 
all the glamour stores which people 
can get anywhere, everywhere…” 
“I found another place last week, a 
swimming hole that I’ve never been 
to before… it was just lovely, and I 
think: ‘oh, I’ve been here thi s long 
and I’m still finding places like 
that!’”
“You make it [the pace of life] as 
fast or as slow as you want, here, 
and sometimes you feel like it’s 
almost stopped… “
“Amazing lights between the storm 
clouds and the horizon”
“At night, when it’s about to rain, 
you just can’t hear yourself with the 
chorus of the frogs…”
“It’s just so green that you just got 
to get to the coast sometimes to see 
some blue… get a bit of contrast! “
“... the lawns, the gardens, it’s got 
that welcoming feel about it… “
It’s a kaleidoscope, you go out there at the right time of the day, 
you got the beautiful warm orange pink sunsets, the shadows 
are thrown as purples and you’ve got this most amazing light 
where everything just becomes an absolute glow… 
a glow like the brightest moonlight that you can get… 
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some Brand management InsIghts
This section of the report shows some ideas and reflections on the management 
of the Brand for the Waterfall Way Tourism project, in relation to Dorrigo as a 
destination itself and as part of the Waterfall Way.
Some interesting ideas and issues regarding potential market and products 
offered in the region were also identified during the brand concept / place 
identity conversations with local people / stakeholders of the project in Dorrigo. 
Some underlying principles that should be considered during the brand 
development, application and management were also highlighted.
Dorrigo places and experiences seem to be characterised by some special and 
unique features, such as: 
the landscape and a certain “edge“ character between different ecossistems 
 and the rich wildlife associated with them;
the lush, wet, green, fresh ambience;
intimate local contacts: people, culture, produce, restaurants and cafes, 
 secret places;
tiered experiences: levels of discovery and involvement with locals and;
receiving visitors as friends – people who care, low numbers, sharing  
 the place.
the dIlemma
The develpment that normally comes with tourism surfaces a strong dilemma  
in Dorrigo. How can we balance the need to open new pathways, opportunities 
and experiences, and the risk that this “development” may bring to the local 
unique lifestyle?
Unless these new developments are sustainably, locally and well managed,  
the uniqueness, small scale, intimate nature / country town experience is lost. 
One of the solutions to this dilemma, which came out from the local 
conversations, was around welcoming visitors who “care” for the place, people 
who appreciate what Dorrigo has. 
Hence, the welcoming and friendliness aspects of life in Dorrigo, can play  
a significant role in the management of tourism activity. In Dorrigo, visitors  
can feel that they are being received at a friend’s place. Friends are received  
in our homes with all our heart, we spend time with them, tell them the stories 
of our place, show them the special spots. We never receive too many friends  
at the same time, and friends take care of our place, want to learn about  
and will help us protect it. 
¢
¢
¢
¢
¢
Keep it a secret, just don’t tell anyone!
“I just got used to the spectacular 
cloud formations, everyday there i s 
something new to look at, and the 
stars, and the moon… and you can 
see it all”
“Mostly mobile phones do not 
work… at first i s just too much for 
them to cope, but then they reali se 
how good it i s!”
“People have to actually talk to 
one another, kids have to go out 
and play… the kids just don’t get 
enough… here it’s totally freedom!“
“You can see that in people’s faces… 
after a week here, or even three days, 
they change!”
“You go in there, and learn more 
about it, you appreciate it more and 
therefore you’ll protect it more. I 
have no doubts...”
“You can’t have both ways, you can’t 
have a little friendly “backwodsy” 
country town and have a million 
tourist coming through every year.”
“Small groups based thing would 
probably get the best experience out 
of it, rather than the coach loads.”
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there are some secrets here
This friendship relationship needs to be cultivated throughout the Waterfall Way. 
This could be one precious tool to make tourism activity sustainable and the 
destinations unspoiled. 
Another insight that emerged was concerning the organisation of tourism around 
tiered experiences. It is possible to accomodate on the one hand very low volume 
visitation, with people staying for longer periods, being hosted with locals (B&B’s 
farmstays) and deeply experiencing the place with their hosts. On the other hand, 
high volume tourism can be concentrated in certain isolated areas, which offer a 
rich sample of the place, but which, at the same time, does not interfere on the 
dynamics of the town.  
1. Clusters oF WalKIng and CyClIng traCKs:
Connecting different places / local experiences;
Educational experience, based on expert local knowledge 
 of the Country, its Ecologies, Geologies and Stories;
Learning, appreciating, preserving;
Old routes to go down the mountain;
Bird-watching and Bird-count Competition – “bird routes”;
National Parks.
¢
¢
¢
¢
¢
¢
exIstIng and potentIal tourIsm produCts & experIenCes
Potential: 
Supported, guided soft walking and cycling experiences
Walks to “secret places” when the visitor has enough 
 interest in ASKING about possibilities.
Related Market
“general visitor”, in isolated places as the Rainforest 
 Centre or Dangars Falls;
independent, explorers, grey nomads - self drive 
 searching for deeper connection with nature.
¢
¢
¢
¢
2. loCal restaurants & CaFés
There are Restaurants and Cafes in town with high quality, speciality menu, which serves locals and visitors.  
 This kind of experience is very special for the visitors, as they feel they are “living in the place” as and with the locals, 
 adding another dimension to their holidays; 
These local restaurants and cafes, as well as the B&Bs, already use or can be encouraged to use – as a very strong  
 point of difference – the well known local produce: “Dorrigo bread”, “Dorrigo potatoes”, “Dorrigo milk”, “Dorrigo garlic” etc.  
¢
¢
“It took a long time for the world to 
come to Dorrigo...”
“Time to stop in the street and talk 
to someone that you know…  Its just 
really nice, I love it!”
“I like the feel of the old fashioned 
country town, that’s what I like 
about Dorrigo”
“You wouldn’t live anywhere else, 
would you?”
“Everything i s individual and fresh, we utili se 
produce locally, organic, I know all the best gardens in town… “
Individual car-loads often get a much 
better experience, i f you’ve got a bus load of 
30-40 people, they never talk to the locals, 
only talk amongst themselves... 
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4. potentIal hIstorIC experIenCes
Some very strong potential for historical experiences were identified in Dorrigo, such as: 
Organising guided walks through the old “down the range” routes;
Heritage Garden which can be linked with Coffs Harbour Botanic Garden and become an “Elevated Botanic Garden” and;
The Dorrigo Steam Railway and Museum.
 
 These experiences, and others, could be combined with storytelling, told by the locals, about Dorrigo, its history  
 and characters. This could be partnered with the local Drama Club, and is a very interesting way to capture the attention  
 and to educate kids and adults about environmental, historical and lifestyle issues in town.
¢
¢
¢
Related Market
Fit & fifties, independent;
Grey nomads;
¢
¢
3. B&B’s and Farm retreats:
Not only accommodation, but an experience  
 in themselves. Accomodation with style, can  
 be a link to the other activities in the region (walks, 
  indigenous, historical, art); 
Opportunity to relax and reflect upon life;
Dina Luciani, Helen Shapland, Paul & Di (Tallawalla)…
¢
¢
¢
Related Market
Independent: couples, professionals (from the city), 
 explorers, grey nomads, overseas and domestic visitors. 
It has been mentioned that lots of visitors come to Dorrigo 
(including overseas) after deep research, really knowing what 
they want to see (rainforest, wildlife, etc). 
¢
some IdentIFIed gaps and possIBIlItIes:
Caravan & Camping support facilities, Caravan Park;
Transport connection ans support between clusters  
 of walking / cycling tracks, and in between the tracks 
 (experiences) and accommodation and;
Educational programmes: environment (National Parks, 
 forests, wild experiences) and farm (where do things  
 come from?) - Primary industry tour.
¢
¢
¢
“New England to Coffs Coast Cross Region 
Sustainable Tourism Project”, 
coordinated by the New England Ecotourism Society Inc 
funded by the Australian Tourism Development Program
What type oF vIsItor?
From these conversations, it seems that the people that would be 
welcome to Dorrigo, are the ones who would enjoy and help to 
preserve the experiences this place offers. People who “care”,  
who appreciate what the community has in Dorrigo, both in terms 
of their environment as well as their “country town” lifestyle. 
People who are searching for unique experiences and going 
away from the “glamour shops” destination.  Some of them know 
what they are coming to see, and are searching for this deeper 
connection with nature, others, just by being on such a relaxed 
quiet and natural environment, start to reflect on their own life and 
to “slow down” their pace.  They drive their own cars and come as 
couples, families or small groups.
Some of the identified existing or potential niche markets were 
identified as follows:
Independent couples, explorers, young families;
Grey nomads, baby boomers, Fit & fifties and;
High income overseas and domestic travellers.
¢
¢
¢
Families with kids and;
Special interest groups (train lovers, botanists…)
¢
¢
“It’s nice to bring in 
a little bit of history.”
It’s magical,  I mean,  
you look at the clouds…
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Where in all the world 
Does God awaken a sleeping night 
To a dawn so exquisitely bright? 
Where does the sky arch so clear and blue 
Above such glorious mountain view 
Where does a carpet so lavishly green 
Spread ‘neath the golden sunlight sheen? 
Where does water cascade in powdery spray 
So refreshilgly on a summer day? 
Where does th noi se of birds wild and free 
Echo through space such pure melody? 
Where does dusk wear such a glamour gown 
With her evening star bejewelled crown 
Where does the silver moon sail with such ease 
Above the tops of all forest tees 
Where in all the world 
Does such beauty blossom and glow 
If not in my lovely Dorrigo?
Norma Jean Morton 
published in The Don Dorrigo Gazette 
9 February 2000
IntroductIon
This report is based on open conversations with nine stakeholders and 
community members over four days in Bellingen and in Urunga, during February 
2007. This document is organised in two main sections: The first one describes 
and shows a map of the key place identity themes found during the time spent 
in Bellingen and Urunga, which will inform the development of the Waterfall 
Way regional destination brand. The second part of this report highlights some 
Brand Management insights that came through during the conversations also 
identifying some existing and potential products in the place, as well as some 
gaps and opportunities on the local tourism market.
We have decided to place Bellingen and Urunga in the same place identity 
report for practical reasons as well as for certain commonalities in relation to the 
themes surfaced during the conversations.
The exploratory conversations described in this report were around people’s 
perceptions of Bellingen, Urunga, and their own places along the way, as well as 
their relationship with the Waterfall Way tourism initiative. The main aim at this 
stage of the research is to identify key place identity themes that can help define 
and differentiate Bellingen and Urunga from other places in the destination. The 
highlighted identity themes and local points of differentiation will inform the 
Waterfall Way branding process. 
The conversations were mapped and digitally recorded. All over this report 
you will find quotes from the people we talked to. We thought these quotes 
genuinely represent some important aspects of the place’s identity, and gives the 
real feel of what Bellingen and Urunga really are.
PeoPle
We would like to thank and acknowledge everyone with whom we had 
these “brand conversations” in Bellingen, Urunga & Thora, listed below:
Anita Menhoffer, Tourism Guide 
George Hudson, Cycling Club
Helen Dolg, Aquarelle B&B
Jhil Karr & Malcolm McCohen, community members
Laurie Kane, Fairytale Tours
Lesley Green, bushwalker - Thora
Marion Finlayson and Alan Guthrie, Visiting Information Centre
¢
¢
¢
¢
¢
¢
¢
Brand ConCept & plaCe IdentIty ConversatIons - draft
BellIngen & UrUnga 
feBrUary 2007
Key plaCe IdentIty themes
Connection: the rivers and the ocean
Natural and authentic beauty
Slower pace of life, yarn on the street
Diverse population – rich culture 
Access to culture
Quality entertainment
“Heavenly” names for special places
¢
¢
¢
¢
¢
¢
¢
This i s the sort of area that 
people need to actually 
experience (...) it’s got lots 
of nice little things 
that are very rewarding 
if you take the time to stop 
and find out about... 
Conversations undertaken by: 
Manuela Taboada 
Report elaborated by: 
Manuela Taboada & Mick O’Loughlin 
 
Centre for Ecological Economics 
& Water Policy Research, 
University of New England 
Armidale, NSW 2351 
mtaboada@une.edu.au / molough2@une.edu.au 
Tel.: 02 6773 3734     Fax: 02 6773 3237 
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Key plaCe IdentIty themes
Bellingen and Urunga are both shaped by water. The rivers flowing to the 
sea, cutting the town of Bellingen bringing fertility, freshness and greenness to 
the fields around it, joining with another river further on, creating a seamless 
connection between the hinterland and the open Ocean, in sunny Urunga.
This flow creates a natural link between the two places, both socially and 
economically speaking, as well as in the ecological sense. It brings together 
different ecosystems generating a unique encounter of diverse wildlife.
Not only wildlife find a comfortable place in the Bellinger Valley, throughout 
the decades, some contrasting social groups have moved in and established 
themselves in this place. The European settlers established their farms and 
the commercial centre of Bellingen, in the late 1800s. Later, in the 70’s the 
alternative life-stylers purchased land in the area and built their homes, and in 
the 90’s people form the cities, looking for a different quality of life, came into 
town.
The harmonious combination of lifestyles from these three major social groups 
is a significant aspect of the identity of the place. Amazing arts and crafts 
combined with high quality restaurant and cafes, organic local produce, music 
and festivals, and an easy, relaxed way of living life creates a special ambience 
and cultural richness for Bellingen. Add to this the beauty of the surrounding 
farms, the old colonial buildings, the wildlife and the glow of the river,  bats 
flying over the bridge at dusk, clouds rolling from the plateau, insects that glow 
at night… and it is easy to understand where all the “magic” comes from.
And this enchantment flows in the river down to the coast… meeting the 
mangroves, the waves and the white sandy beaches in Urunga. The river casts 
a beautiful estuary of calm clear waters that is home to uncountable plants and 
animals, from fresh and salt water. 
The unspoilt shores of Urunga and the natural beauty of the Bellinger Valley 
are perfect for interactive ecological holidays, where the smell of the sea is 
combined with the one from gum trees in flower and the greens, blues and 
whites from the river and the sea contrast with the warmth of the colours  
evoked by the vibrant cultural lifestyle in Bellingen.
Bellingen and Urunga, however, are places to be remembered not only  
for their general “magical” feel, big shores and lively markets, but for  
the little things that make the experience in these places special:  
people saying hello to you on the street, kangaroos and kookaburras 
coming so close you can touch them, listening to the “cicada percussion”  
during a lazy afternoon sitting in the veranda… these “little special things” 
are the experiences that are never forgotten.
Wrapping all this is the beautiful, “heavenly“ names given to the special  
places around the Bellinger Valley... “Promised Land“, “Never Never Creek“...
The next page shows a map that represents the ideas above in a more detailed,  
visual format which allows us to view and understand the relationships  
between some of the described themes.
“It’s a place of quality, of taste, I 
suppose .”
“It has a different atmosphere… I 
think it’s a result of the mix of the 
population who came up here...”
“Everything i s within easy access, 
the beaches… and the people,  
very nice and friendly people...”
“There i s the concept of the yarn 
here…” 
“Even though people now stay quite 
busy get ting on with things, people 
still have time to say g’day and 
have a bit of a pause for a chat... it 
takes a long time to get around the 
supermarket.”
“You do have peace, and quiet and 
the starry skies… not like in the city 
where everything i s turned on and i s 
very stressful.”
“It really i s a magnificent coast 
line, nice white sand… and nobody 
owns it...”
Moving up here i s a chance 
 to sort of going back 
to where I actually grew up, 
it’s a chance to live how it 
“used to be”... fun, no pressure 
on the environment, 
not crowded… 
living here i s actually like 
going back in time.
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some Brand management InsIghts
This section of the report shows some ideas and reflections on the management 
of the Brand for the Waterfall Way Tourism project, in relation to Bellingen and 
to Urunga as destinations by themselves and as part of the Waterfall Way.
Some interesting ideas and issues regarding potential market and products 
offered in the region were identified during the brand concept / place identity 
conversations with local people / stakeholders of the project in Bellingen and in 
Urunga. Some underlying principles that should be considered during the brand 
development, application and management were also highlighted.
Bellingen and Urunga experiences seem to be characterised by some special 
and unique features, such as: 
Closeness to the sea and gateway to the mountains;
The uniqueness of a country town with rich and diverse 
 cultural expressions;
Combination of lifestyle values: organic produce, strong  
 community relations, high quality entertainment;
Relaxing, laid back atmosphere, combined with unspoilt  
 natural beauty: a perfect place to “recharge your batteries”
the dIlemma
The development that normally comes with tourism brings a certain concern 
to people, especially in Urunga. How can we balance the need to open new 
pathways, opportunities and experiences, and the risk that this “development” 
may bring to the local unique lifestyle?
Unless these new developments are sustainably, locally and well managed, the 
uniqueness, small scale, intimate nature / country town experience is lost. 
People in Bellingen and Urunga value their small town atmosphere, the freedom 
of having kids playing on the streets and knowing your neighbour. It seems that 
these communities are would like to welcome, at their places, visitors that are 
committed and would “care” for what they have.  
¢
¢
¢
¢
The flying fox colony... It’s really amazing! … at dusk when they fly out... 
standing on that bridge and watching it… the sky is filled with them… 
and there is no end… lots of people are blown away by that!
“It’s also an opportunity for people 
to have a wilder experience. It’s not 
too far away to civili sation, you don’t 
have to spend millions of dollars to 
go there in a plane… but you can still 
go and have a taste of finding your 
way through a bush track with no 
markers...”
“There’s something very nice on being 
closer to nature, it’s not tangible, there’s 
something that happens to you, that 
makes you feel like a million bucks, 
you just feel so bloody good!”
“They can sit on their balcony and just 
watch the sunset, hear the birds, see 
over the lagoon…”
“That’s the other thing about the area, 
we have some magnificent names!”
“There’s a contrast, the environment 
flavour of the town i s like the green, 
acqua kind of thing, but in terms of 
that cultural thing, that to me i s better 
represented by bright orange, red…”
“A relaxed lifestyle and professionali sm 
can co-exist. And Bellingen has a bit of 
that. We have reasonably professional 
services in restaurants and cafes, but 
still a very relaxed way of life.”
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1. Improvement of WalKIng and CyClIng traCKs:
Connecting different places / local experiences.
Cycling and walking through the beautiful places around.
Cycling courses and events.
Potential: 
Supported, guided soft walking and cycling experiences.
Aligning these facilities with the transport / leisure needs  
 of local communities.
¢
¢
¢
¢
¢
exIstIng and potentIal toUrIsm prodUCts & experIenCes
Related Market
“general visitor” who wants to engage on  
 a different activity;
independent, self drive searching for deeper  
 connection with nature;
¢
¢
2. “reChargIng the BatterIes“ experIenCes:
Accomodation with style. Exceeding expectation.
Combined experiences: soft guided walks and  
 a cosy place to stay afterwards.
Offering a relaxed, laid back atmosphere.
Create opportunities for visitors to experience  
 those unforgettable “little special things“.
“Re-vive” country life - remind people the 
 basic things of life, where things come from.
¢
¢
¢
¢
¢
3. festIvals, marKets and CUltUral events:
Very active community in terms of getting together  
 to put up festivals and events
Could be extended to Urunga
Ghost Tours – FairyTale Carriages
¢
¢
¢
Potential
Other torytelling tours, add some theatre to it… 
Could be combined with ome kind of river cruising 
 activity, the old “Boat Harbour” feeling…
Related Markets:
Families with kids
Special interest groups
¢
¢
¢
¢
We have time to stop 
and listen to the birds!
“New England to Coffs Coast Cross Region 
Sustainable Tourism Project”, 
coordinated by the New England Ecotourism Society Inc 
funded by the Australian Tourism Development Program
What KInd of vIsItor?
People in Bellingen and Urunga value their small town 
atmosphere, the freedom of having kids playing on the streets 
and knowing your neighbour. It seems that these communities 
are would like to welcome, at their places, visitors that are 
committed and would “care” for what they have. People with 
whom it would be possible to build a relationship, initiate 
friendship. People in whom they could trust.
An interesting insight was on sharing with the visitors the assets 
of the places, and this could happen in two instances: one in 
relation to the relationship of the local people with the visitors, 
extend the friendliness, the yarn on the street, or simply  
the genuine smile with the visitors, and this would already change 
the level of interaction between the “tourist” and the place itself. 
The second one is in relation to the facilities created for tourism 
and for the community. It has been suggested that if infrastructure 
that is built for tourism is also going to add value to the life of the 
community of residents, it would create more shared spaces, and 
make the creation of these spaces more sustainable and justifiable.
Independent Explorers¢
Related Market
People from the city, who need a break.
Overseas visitors searching for relaxing,   
 authentic natural experiences.
¢
¢
What would be really good for 
the area is some cycling events...
Bellingen could be a great example  
of a sustainable lifestyle town.
There’s a welcoming kind of vibe,  
I think, from the community...
IntroductIon
This report is based on open conversations with eleven stakeholders and 
community members over four days in various locations in Coffs Coast, during 
February 2007. This document is organised in two main sections: The first one 
describes and shows a map of the key place identity themes found during the time 
spent in Coffs Coast, which will inform the development of the Waterfall Way 
regional destination brand. The second part of this report highlights some Brand 
Management insights that came through during the conversations highlighting some 
existing and potential products, as well as some gaps and opportunities on 
the local tourism market.
The exploratory conversations described in this report were around people’s 
perceptions of their places, as well as the relationship of these places with the 
Waterfall Way tourism initiative. The main aim at this stage of the research is to 
identify key place identity themes that can help define and differentiate Coffs Coast 
places from other places in the destination. The highlighted identity themes and 
local points of differentiation will inform the Waterfall Way branding process. 
The conversations were mapped and digitally recorded. All over this report you 
will find quotes from the people we talked to. We thought these quotes genuinely 
represent some important aspects of the place’s identity which were raised during 
the conversations, and give a “real feel” of the Coffs Coast Area. 
PEoPLE
We would like to thank and acknowledge everyone with whom we had these 
“brand conversations” in each place all over Coffs Coast, as listed below (in 
alphabetical order):
Fiona Barden, Coffs Harbour Butterfly House, Coffs Harbour
Greg Wallace, NPWS, Coffs Harbour 
Ina Kay, bushwalker, Toormina
Jean Hicks, bushwalker, Valla Beach
Jon Holocombe, Ocean Scape, Scotts Heads
Kaye Wood, bushwalker, Macksville
Lyndall Coomber, Southern Cross University, Korora
Rob Briant, GCountry, Nambucca
Roger Frier, The Advocate & Mid-North coast Ecotourism, Woolgoolga
Sue Webber, cyclist, bushwalker & kayak tourism operator, Woolgoolga
Suzanne Buton, Liquid Assets, Coffs Harbour
Tracey Conry, Coffs Harbour Helicopters, Coffs Harbour
¢
¢
¢
¢
¢
¢
¢
¢
¢
¢
¢
¢
Brand ConCept & plaCe IdentIty ConversatIons - draft
Coffs Coast 
6 - 10 feBruary 2007
Key plaCe IdentIty themes
Landscape: the mountains,  
 the rivers and the sea;
Diversity of vegetation and wildlife 
 -  crossing ecosystems;
The Coastline: beautiful deserted 
 beaches, cosy bays;
Natural Pristine environment – not  
 based on “man made” attractions;
Laid back, relaxed atmosphere;
City with a country town spirit;
Big spaces – “nothingness”.
¢
¢
¢
¢
¢
¢
¢
Tourism i s one of the few areas 
where you get to spend people’s best 
days with you! Those days that they 
worked hard all year to have, 
that’s what we get to share.
Conversations undertaken by: 
Manuela Taboada 
Report elaborated by: 
Manuela Taboada & Mick O’Loughlin 
 
Centre for Ecological Economics 
& Water Policy Research, 
University of New England 
Armidale, NSW 2351 
mtaboada@une.edu.au / molough2@une.edu.au 
Tel.: 02 6773 3734     Fax: 02 6773 3237 
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Key plaCe IdentIty themes
Coffs Coast is strongly shaped by its unique landscape with the mountains 
coming so close to the sea. The beautiful coastline, crossed by rivers “bursting 
with everything”, swirl in cosy bays offering a number of deserted beaches, 
pleasant spots and magical headlands showing incredible ocean vistas.
“To me the headland is that kind of round green space that you’re in like the end 
of the world just poking out, and it’s green and then there’s the blue of the sea 
and the blue of the sky...“
The vast deep blues of the ocean and the skies contrast with the lush green of 
the mountains and the forests, all trimmed by white sandy beaches and golden 
rivers flowing through.
These vistas, to the ocean and to the hinterland evoke some mysteries around 
this place… the “unreachable” islands, that for most of people living here is only 
seen from one side… the deepness of the ocean, and its creatures that have 
always fascinated us humans… the vastness of the green forests on the other 
side, hiding its unique links and relationships that for some unknown reason, 
keep us alive.
A number of ecosystems converge in this area, generating an incredible diversity 
in terms of vegetation, wildlife and landscape. This encounter happens in the 
north – south direction, where the cold systems from the south encouter the 
warmer ones coming from the north. This happens on land and at sea, with 
currents flowing from north to south and vice versa. There is also the encounter 
of land and water at the seashores, and the fresh water from the rivers coming 
into the salty ocean…
Freshness and the smell of the sea coming from the surf sprays that can be felt 
far into the hinterland, combined with the smell of eucalypt leaves wet by the 
rain, announce the uniqueness of this Australian landscape.
Coffs Coast also offers “big spaces”, vast “nothingness” areas, that can be 
enjoyed on a tranquil kayak trip through the rivers, strolling on one of the 
beautiful and deserted sandy beaches, or simply through observing the colours 
of the sunset on the headlands.
The laid back, relaxed atmosphere can be felt even in Coffs Harbour, a 
developed city that seems to keep some of its country town’s spirit, where 
everyone still knows everyone else, things are close and easy, and the city does 
not “go to sleep” on Saturday afternoons and Sundays.
The next page shows a map that represents the ideas above in a more detailed,  
visual format which allows us to view and understand the relationships between 
some of the described themes.
“The fact that we have the 
mountains the rivers and the coast, 
that’s very particular about thi s area, 
you can go sea kayaking one day  
and white river rafting the next “
“Everything i s quite bright, because 
you get a lot of the reflection of the 
water… much brigher than when  
you get away from the coast…”
“I think the harbour i s really 
important here… and it still has  
an image, and an identity that  
i s really strong.”
“This i s a crossover area between  
the north and the south, so you 
can actually see species of both 
environments in one place...”
“It’s just beautiful, Coffs Harbour! The 
little bays and the beaches, the green… 
and the city looks very nice…”
“There’s just lots of things here, lots of 
services, but still has that country 
feel, and it’s right close to the beach... 
my children can go to the beach after 
school.”
“We still have enough open spaces,  
for it to be nice, friendly, spacious…”
There’s a fantastic colour that you will see in the sea on some days, 
because the beach has a sandy bottom and the water if often clear, it’s that 
amazing light greeny blue… and what’s wonderful i s if you get to the 
headland, the sea changes colour, it’s thi s colour close here and then as it gets 
deeper it just gets darker and darker and darker, and then there’s sky… 
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some Brand management InsIghts
This section of the report shows some ideas and reflections on the management 
of the Brand for the Waterfall Way Tourism project, in relation to Coffs Coast 
places as destinations by themselves and as part of the Waterfall Way.
Some interesting ideas and issues regarding potential market and products 
offered in the region were identified during the brand concept / place identity 
conversations with local people and stakeholders of the project in the different 
places we have been to in the Coast. Some underlying principles that should be 
considered during the brand development, application and management were 
also highlighted.
Coffs Coast experiences seem to be characterised by some special and unique 
features, and the management insights and strategies to portray these features 
should be based on: 
Deepening connections and coordination between attractions, 
 experiences, operators and accommodation systems. Supporting small 
 operators, sharing information; 
Focusing on clear, identifiable themes that people can easily relate to; 
The “Journey Experience”, slowing down, taking people to travel  
 the landscape slowly and reconnect with nature through understanding  
 the links and relationships within and in between the different 
 environments; 
Walking tracks that cluster and connect all places in the region.  
 Something that can be travelled and understood as a landscape narrative,  
 a story, that can be read in full or chapter by chapter; 
Showing and emphasizing the natural environment and experiences,  
 as opposed to the vastly marketed “man-made” attractions; and 
Keeping the enthusiasm, the relaxed feel, exceeding the visitor’s 
  expectations, being ready to “share people’s best days”.
¢
¢
¢
¢
¢
¢
The journey i s important, and I think a lot of  
how touri sm gets very destination orientated,  
it’s as if there’s nothing in between…
“Once you get out in the water, you 
understand how this landscape works”
“The good thing about the diversity of 
this place i s that we can make it appeal 
to a broad section of people.”
“We tend to promote our man made 
attractions very well, and we really 
overlook the natural beauty, which i s 
what we have!”
“...and of course it’s an entirely different 
experience when you just travel through 
the land slowly, at your own pace... 
 you’re not in the car listening to music, 
you got all your senses completely 
engaged with the experience, so it’s not 
boring, it’s always interesting and you’re 
seeing stuff all the time.”
“I guess it’s got to be something that 
people actually owns…”
“Quite often people won’t come to one 
area purely for one attraction, you need 
to link things together to make the 
appeal much broader for people, and 
Coffs i s getting a bit more proactive on 
that way of thinking, and that makes it 
a bit easier for people.“
“... i t’s a narrative, i sn’t it? It’s a story, 
you want to know what happens in the 
next chapter because you read that one 
and then you can see… but you got to go 
home, so you can come back and do the 
next bit…”
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the dIlemma
The development that normally comes with tourism brings a certain concern to 
people in host communities. How can we balance the need to open new pathways, 
opportunities and experiences, and the risk that this “development” may bring to 
the local unique lifestyle?
The natural, pristine environment is one of the biggest assets of Coffs Coast, 
attracting people to live in the area as well as visitors from Australia and overseas. 
Tourism, in the coast could be mostly based on these “natural” activities rather than 
on “man made” attractions. At the same time, people have moved in to live  
in small pristine places in Coffs Coast because they value the spaciousness, 
the quietness and the environment around them. It’s a lifestyle choice. Tourism 
development made in an aggressive way may undermine these possibilities and 
destroy not only what visitors come to see, but the reasons why some people have 
moved into the area. Unless the new developments related to tourism activity are 
sustainably and locally managed, the uniqueness, small scale and intimate nature 
experience is lost. 
Nevertheless, the type of experience that is offered locally and the way it is 
marketed and managed can be a major factor in relation to sustainably increasing 
tourism in the area. 
“Coffs i s still a big country town… even 
thought the population has increased 
everyone still seems to know everyone… 
it’s quite a relaxed place, everything i s 
close… it’s easy.”
“I really think  [ti s area] could develop 
quite well if they take enough notice to 
what some people have are saying and 
the extreme greed i s kept out of it… “
“We live here because we love it and 
we are really happy to share it with 
people, but what we don’t want i s 
people who don’t appreciate it to come 
in and ust want to change it all…”
“My kids can walk the streets by 
themselves and I don’t have an issue 
with that…”
What type of vIsItor?
People in Coffs Coast value the quiet and pristine environment 
where they live, the freedom of having kids playing on  
the streets and at the same time having all the services available 
from the city, in Coffs Harbour. These communities seem  
to be very happy share their places with visitors that are 
committed and would appreciate the area and “care” for  
what they have. People who are willing to connect to nature  
and to understand the relationships within the different 
ecosystems available at the coast. People who are also willing 
to “slow down” and enjoy the relaxing, friendly and natural 
lifestyle of the Coast and the Mountains.
One of the interesting insights in Coffs Coast in relation its 
visitors is that due to the diversity of activities and experiences 
in offer, it is possible to attract and respond to the expectations  
of a very broad range of visitors. But the main link in between 
them is in creating awareness in relation to the place, and to  
its natural connections. This could be done through a tour 
through the butterfly house where kids can start understanding 
lifecycle and the important links between the plants and the life 
of the beautiful butterflies, or through a kayaking tour where, 
when taken out to the water, people can look back into the land 
and the hills they may have walked accross to get to the coast. Or 
even on a helicopter ride, where they can see the rivers bursting 
and bringing life to the forests, and forming the estuaries finally 
connecting to the ocean.
One of the local operators describes the way they see this 
relationship between the offered product and the kind of visitors  
it attracts:
“Because of what we are offering (…) we are trying to get tourist 
who are interested in the environment here, so they’re not just 
people who could be anywhere as long as it’s warm and sunny, 
if people want that, there are resorts, and they could go to 
resorts and they could be anywhere, but if they want to actually 
experience the actual place that they are visiting, then I think they 
got to be prepared to either go out on foot, or by kayak, or on a 
bike, or on horseback, but they got to actually integrate themselves 
into the environment, so they can actually experience it, and also 
slow down…”
I’m here because I like it as it is now.
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3. extreme sports events – 48 hours
Mountain biking, kayaking, rafting
Bringing people from all over the country to experience 
 this place on such an event can be a very good 
 showcasing of what can be done here.
Rotate the hosting of this event through different  
 places along the Coast.
Create the challenge
¢
¢
¢
¢
exIstIng and potentIal tourIsm produCts & experIenCes
Opportunity for raising awareness and environmental 
 consciousness
Opportunity for “eyes turning to the region”: 
 attracting media, but still related to nature based 
 activities and preservation. 
Related Market
Sports people, healthy lifestyle, looking for challenge.
Young, “adultescents”, looking for adventure.
¢
¢
¢
¢
“New England to Coffs Coast Cross Region 
Sustainable Tourism Project”, 
coordinated by the New England Ecotourism Society Inc 
funded by the Australian Tourism Development Program
2. “reChargIng the BatterIes“ experIenCes:
Accomodation with style. Exceeding expectation.
Combined experiences: soft guided walks and  
 a cosy place to stay afterwards.
Offering a relaxed, laid back atmosphere.
People enjoying the space around them
¢
¢
¢
¢
Related Market
People from the city, who need a break.
Overseas visitors searching for relaxing,   
 authentic natural experiences.
¢
¢
4. speCIal programs for sChool and Corporate groups
Stronger links between accommodation and activity 
 providers
Reliable and periodic visits
Environmental education and awareness
¢
¢
¢
1. nature-ConneCted short exCursIons:
Making people experience nature more deeply, through  
 engaging on “slower” activities
These activities or experiences are deeply connected  
 to the natural environment and conditions, 
Awareness: to be “successful” at these activities, one  
 needs to be aware of its particularities. 
Walking, cycling, mountain biking, kayaking,  
 rafting, surfing…
Potential: 
Supported, guided, soft longer  
 walking and cycling experiences.
¢
¢
¢
¢
¢
Related Market
“general visitor” who wants to engage on  
 a different activity;
independent, self drive searching for deeper  
 connection with nature;
families or groups willing to experience nature  
 together, to enhance their relationships
school groups – education and awareness.
¢
¢
¢
¢
The bush is really a gettaway from it all!
If you actually travel the landscape, on foot 
or whatever, you can understand how it joins 
together… it makes sense as a whole then… 
If it could be achieved that each  
bit does connected up with the other, 
you’ve actually created something 
extremely special ...
BRAND CONCEPT CONVERSATIONS 
Walcha, Armidale, Guyra,  
Dorrigo, Bellingen & Coffs Coast 
January – April 2007 
 
MAIN INITIAL FINDINGS FROM THE LOCAL CONVERSATIONS: 
 
Connection to Nature: 
An important finding from the conversations up to now is the observation that visitors are 
searching for a deeper connection to nature. And that is also what the place communities in the 
region are willing to offer.  
This connection can happen in various levels, and can be achieved through undertaking nature 
based activities such as walking, kayaking, cycling etc; through simply observing nature, 
relaxing and meditating; or through engaging with the local people and ‘real life’ in the farms 
and small towns. 
An important point is that people are travelling away from their busy city lives, looking for 
places where they can “slow down”, listen to the silence, experience the “real life” and re-
encounter nature. 
“Axe-fall, echo and silence. Dreaming silence. 
Though I myself run to the cities, I will forever 
be coming back here to walk, knee-deep in ferns, 
up and away from this metropolitan century” 
Les Murray – Noonday Axeman 
Connecting to Community – a Friendship hosting Approach: 
Following from the item above, one of the more emphatic and important issues raised during 
the local brand conversations were around offering a strong connection to the local 
communities through authentic local catering, local accommodation and local guides. Visitors 
value the typical Australian Experience. Staying at a local home (B&Bs, Farmstays), being able to 
liaise and learn about the place and local cultures with their hosts, in a more personal way. It is 
about eating in restaurants and cafes that local people eat, shop at the unique local shops and 
experiencing the life and the work as it really is at the place they are visiting. 
This kind of approach invokes catering for small groups and establishes a certain limitation in 
the number of visitors that may come to the place. The amount of small home based locally 
owned accommodation already established around the region as well as the willing of local 
stakeholders to keep “life as it is”, certainly shows a great potential for the Waterfall Way.  
Furthermore, this can become a very powerful point of distinctiveness for the region, a 
destination where you can be “hosted” by locals, be guided through by them, eat traditional 
local food, have a good coffee at small fancy local café, drink the locally produced wine and so 
on and so forth… Hosting is a different concept, reflecting a more intimate local place 
experience than staying in a big international hotel.  
It invokes developing friendships. When we receive a friend into our home, we provide the best 
for them, we guide them to the special places, tell them the local stories. 
Each locality in the Waterfall Way has very distinctive characters making this whole local 
experience even richer and more unique.  
Connecting with Wildlife: 
The possibility of having unique special encounters with some of the endangered species in 
Australia is one of the most significant identity themes all through the region. Brush Tailed 
Wallabies, Long Neck Turtle, Dingoes, Albino Kangaroos, Bauer Birds, Platypus, Humpback 
Whales and Grey Nurse Sharks are just a few of the examples of the animals you can “bump 
into” when experiencing the journey between Walcha and the Coast. 
Living the Journey - travelling the landscape slowly: 
In the local conversations undertaken up to now, prominence has been given back to the 
importance of building walking and cycling experiences in the region; almost unanimously. This 
strong re-emphasis by the stakeholders on the significance of the walking tracks does not 
neglect the other diverse regional experiences. Rather, it reflects the fact that walking and 
cycling tracks can be an important point of connection between the places and an interesting 
way to journey through the landscape. Besides, walking can become a backbone to the other 
regional tourism experiences and it can be a clear marketing theme of the Waterfall Way. It has 
been suggested by some of the stakeholders with whom we have talked to, that a long walking 
track connecting the region should be at least ”a ultimate long term objective of this project”. 
Soft, supported ‘journeying’ experiences, between accommodations, that can be combined with 
each other and experienced as a whole or as different chapters of the same ‘narrative’. A 
landscape narrative. These ‘journeying’ experiences can be as fast or slow, as soft or hard or as 
long or short as the visitors is willing to have it. 
SOME INITIAL BRAND MANAGEMENT INSIGHTS: 
Some ideas for the management of the regional brand emerged during the local conversations, 
these have been compiled in detail and will be brought into the Brand Management Workshop 
as initial points for discussion: 
 Marketing support workshops for local businesses; 
 Bushwalking & Cycling Groups Pool towards managing the tracks involving: 
o auditing existing & potential routes / tracks / cycle ways; and 
o looking for funding for opening and maintaining tracks. 
 Wildlife Trail Partnership;  
 Regional Photo Library; and 
 Regional Tourism Guide written by locals, emphasising regional experiences and stories. 
 
Key Findings from
Local Conversations:
the story to tell:
connection
authentic
community
landscape / place
self
retreat
regenerate
get away
back 
to basics
journey
tracks
slower
pace
narrative /
chapters
bike, walk
car - stopping
simple ways
of living
local 
produce
friendship
local
accomodation
B&B's
Farmstays
real life
real food
real people
learning
more
sustainable
how?
local
poetry
communication
toolscolours??
local art?
painting, photography...
name??
product that
will fit
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Brand Concept Workshop Draft Program 
 
 
MANUELA TABOADA 1 4/4/07 
NEW ENGLAND TO COFFS COAST CROSS REGION SUSTAINABLE TOURISM STRATEGY 
‘AN AUSTRALIAN GOVERNMENT FUNDED INITIATIVE UNDER THE AUSTRALIAN TOURISM DEVELOPMENT PROGRAM’ 
WATERFALL WAY SUSTAINABLE TOURISM PROGRAM 
BRAND DEVELOPMENT WORKSHOP – DRAFT PROGRAM 
OVERVIEW: 
The Brand Development Workshop will be held for two days on the 1st and 2nd of May 2007,  
at Mt Hyland Wilderness Retreat, Dundarrabin.  
The aim of this Workshop is to collaboratively design a Brand for the Region between The New 
England Tablelands and Coffs Coast as a nature-based tourism destination. This involves both the 
creation of the Communication Tools for the Brand (Name, Slogan, Logo, etc) as well as the 
outlining of the Brand Principles and Ethos, and its Management Strategies. 
The first day will be focused on outlining a shared Brand Concept and on working with the Brand 
Communication Tools, and is divided in three main parts: (i) work on a shared identity for the 
destination in relation to all information regarding place and marketing that has been collected 
until now; (ii) based on the place’s identity, define the Brand Concept, which represents the set of 
psychological aspects that surround the brand identity; (iii) collectively draft and/or design the 
communication tools such as name, slogan, language to be used, symbol(s) (logo), colour 
schemes, imagery, etc. 
The second day will be dedicated to the outlining of the Brand Principles and Management 
Strategies. Initially the Brand Concept developed on the first day will be put against the Regional 
Charter document developed in November 2006, and the group will define a set o guidelines to 
make sure that the Brand management will be in line with the Ethos, Principles and Protocols 
already set for the region as a tourism destination. Later, the group will be involved in outlining 
Management Strategies for the Brand such as: governance structure, limitations of brand usage (if 
any), economic sustainability for the program, a set of short and long term strategic aims in relation 
to the Brand Concept and Vision, etc.  
 
WATERFALL WAY SUSTAINABLE TOURISM PROGRAM  BRAND CONCEPT WORKSHOP – DRAFT PROGRAM 
MANUELA TABOADA 2 4/4/07 
NEW ENGLAND TO COFFS COAST CROSS REGION SUSTAINABLE TOURISM STRATEGY 
‘AN AUSTRALIAN GOVERNMENT FUNDED INITIATIVE UNDER THE AUSTRALIAN TOURISM DEVELOPMENT PROGRAM’ 
DAY ONE – 1 MAY 2007 
PROGRAM: 
Get together at 10:00, cup of tea, start at 10:30 am 
10:30 - 11:00   Introduction, Aims & What is a Brand? 
11:00 - 12:00  Brand Concepts - Maps and Niche Markets 
12:00 - 01:00  Brand Concepts - Open question & Discussion:  
How are we going to portray this region to those markets? 
01:00 - 01:30  Lunch Break 
01:00 - 02:30  Brand Communication Tools 
Name, Language 
02:30 - 03:30  Brand Communication Tools 
Working on Visuals: Symbol(s), Colours & Imagery 
03:30 - 04:00  Tea Break  
04:00 - 06:00  Brand Communication Tools 
Continue to Work on Visuals: Symbol(s), Colours & Imagery 
06:00 - 07:00  Dinner 
07:00 - 08:30  By the Fire, outside: Review + Other experiences   
 
WATERFALL WAY SUSTAINABLE TOURISM PROGRAM  BRAND CONCEPT WORKSHOP – DRAFT PROGRAM 
MANUELA TABOADA 3 4/4/07 
NEW ENGLAND TO COFFS COAST CROSS REGION SUSTAINABLE TOURISM STRATEGY 
‘AN AUSTRALIAN GOVERNMENT FUNDED INITIATIVE UNDER THE AUSTRALIAN TOURISM DEVELOPMENT PROGRAM’ 
DAY TWO - 2 MAY 2007 
PROGRAM: 
Get together at 7:30am 
7:30 - 8:00    Walk - optional 
8:00 - 8:30   Breakfast 
8:30 - 9:30   Brand Principles  
9:30 - 10:30  Brand Management 
10:30 - 11:00  Tea Break 
11:00 - 12:00  Conclusions and Finish 
 
Collaborative Brand Design Waterfall Way 
cross-regional experiences and track network
Conversations with Regional
Communities & Stakeholders
Place Identity Themes: what communities 
value, what tourism experiences they feel 
will fit in with their communities and is 
sustainable; how they want their place 
community portrayed and who they want 
to attract.
Marketing Research & Workshops
market niches, audit of existing / potential
regional tourism assets / experiences/ products
The Brand
The story, concept and principles translated into: 
Name, Language, Logo  and other brand communication tools
sensorial triggers, colours, images, words
Brand Principles & Management Strategies
Who & How do we manage 
the Brand / Accreditation
Brand Idea - Concept
Building a shared cross-regional identity
What story do we want to tell?
How are we going to portray this region?
What is the best way to do it?
USP. Points of Difference, potential niche markets
Regional 
Charter & Ethos
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Appendix 4 
Regional Brand Identity 
 
 Brand Identity Concept Map 
 Brand Identity Summary 
 Brand Concept Report (extract) 
 
Brand
Promise
What can 
we Deliver?
Deepening
Relationships
- connection -
landscape / nature
place
local peoples
and cultures stories
Diversity of Landscapes
and Authentic ExperiencesNatural Beauty
Vistas, Scenery, Peace
local authentic:
accommodation,
catering, guiding
and produce
cultural activities:
gardens, arts & crafts, indigenous,
cafes, poetry, exhibitions, events
diversity of 
tracks & ways
intermingling maze
Mountains to Beach in 2h
fishing: trout -> ocean
ways of journeying:
walking / hiking / cycling / horse riding
canoeing / kayaking / rafting
cold weather -> "beach weather"
sub-alpine, sub-tropical, sub-marine
wildlife: whales -> orchids
encounters of ecosystems
stars, clean air
water and space
history, poetry
and stories
emotional connection
nature - place/communities - self
What is the story to tell?
Connection with nature, local people, landscape, cultures, stories, self...
Share our special places, "the real life"
Receive visitors as friends: "We are opening the doors of our homes", places and certain "secrets"
Make the visitor feel special - make them feel part of something, family, friends
Share the Journey: See the landscape as a narrative, that can be visited, seen in "chapters", return visits - the diversity tells a story -> connection
Waterfall Way
Brand Identity Summary
Introduction
This document presents a simplified version of the Creative Toolkit. It contains essential, but not comprehensive, information 
about the Waterfall Way Brand Identity. Additional information about the brand, logo applications, imagery and promotional 
material developed can be found in the Creative Toolkit and in the earlier Brand Concept Report.
This document presents the basic concepts and elements of the Waterfall Way Brand, so that the brand is always applied in 
a clear and consistent way. This ensures a stronger communication of the brand values creating, therefore, a more powerful 
destination statement.
Background
Since 2002, the New England Ecotourism Society (NEES) and researchers at the Centre for Ecological Economics and 
Water Policy Research at the University of New England (CEEWPR/UNE) have been working together on the development of 
eco- and nature-based tourism activities in the Waterfall Way Region. The Concept Plan, developed by this group, defined 
this initiative as: 
“An evolving network of diverse walking tracks and experiences along an east-west corridor offering recreational 
opportunities and is both a platform and brand identity for marketing regional experiences and various nature based, 
ecotourism, cultural, and adventure products”1.
“A regionally co-ordinated approach needs to be taken to align the promotion and marketing of the network and to foster a 
diverse set of experiences and integrated quality packages. An agreed brand identity for the network that incorporates its 
natural and regional attractors, needs to be decided on”2.
In 2005 the NEES, in partnership with the UNE and the local Councils in the region (see map for details) successfully applied 
for funding through Category 2 of AusIndustry’s Australian Tourism Development Programme (ATDP). 
This grant allowed NEES to undertake the regional brand development work here presented.
For more information on the earlier stages of the Waterfall Way eco- and nature-based tourism initiatives, please see 
Concept plan and Feasibility Study (referenced below).
Waterfall Way Brand Identity Summary 1
1 O'Loughlin, M., van der Lee, J. J., & Gill, R. (2003). Waterfall Way Walking Track Concept Study. Armidale, NSW: Centre for Ecological 
Economics and Water Policy Research.
2, 3 O'Loughlin, M., van der Lee, J. J., & Gill, R. (2003). A Triple Bottom Line Report into the Feasibility of The Waterfall Track Network: a 
discussion report to the New England Ecotourism Society (NEES) Armidale: Centre for Ecological Economics and Water Policy Research, 
University of New England.
Brand Overview
The brand presented here is the result of an intensive collaborative process which involved regional stakeholders, community 
members, business owners and technical experts. The collective ownership of the brand and material developed that was 
achieved through this process is one of the strongest elements of the Waterfall Way brand.
The Waterfall Way area distinguishes itself through the geological, environmental, and socio-cultural diversity found in a 
corridor that can be crossed, by car, in approximately two and a half hours. Here one is exposed to “climate differences and 
different types of vegetation, that in any other place, on the same altitude levels, you would have to travel for thousands of 
kilometres to be able to experience”3.
“This east-west corridor traverses an extraordinary, dramatic terrain - from sunburnt country to green meadows, from wide-
open plains to cavernous gorges, from trickling brooks to tumultuous waterfalls, over the majestic heights of the Great 
Escarpment and down through lush river valleys to the Pacific Ocean”4.
The road known as ‘The Waterfall Way’ (Route 78), links Armidale to Coffs Coast and captures the diversity of the local 
landscape showcasing stunning deserted beaches, lush sub-tropical Gondwana Rainforests, sub-alpine heath and 
wetlands. Surrounded by farmlands and National Parks, the region provides numerous opportunities for eco- and nature-
based activities that can be combined with rich cultural and historical experiences.
The Waterfall Way as an eco- and nature based tourism destination distinguishes itself through:
• the diversity of landscapes, environments, geological features, wildlife and lifestyles;
• the possibility of combining rich nature and culture experiences in one holiday; and
• the offer of “real” experiences, not created attractions, here the visitor can experience the “real life”. According to a local 
“it’s the opposite of the Disney World holiday.”
The Creative Campaign
Waterfall Way: a new journey, a new story
This brand campaign communicates the diversity, and the “slow travel” message. This place is so rich, diverse and deep that 
every time you come, you can experience a new journey, you can learn and create a new story. Let the Waterfall Way journey 
change your story.
On the other hand, the theme “a new journey, a new story” also communicates a local change. The Waterfall Way as a 
region is creating a new story for itself, one based in collaboration rather than competition, based on trust, and on 
sustainable, environmentally friendly activities.
Positioning Statement
The Waterfall Way is a place to embark on a new journey every moment, travelling slowly and experiencing ever changing 
landscapes, climates and ways of living. The Waterfall Way journey will change your story, like no other place.
Brand Vision
The Waterfall Way can be the number one eco- and nature based tourism destination in NSW. This destination is special, 
you can experience many different “holidays” in one: the invigorating cool Tablelands, the lush, wet Hinterland and the sub-
tropical, marine Headlands. Travel slowly, learn with the locals, let the places make you feel real.
Waterfall Way Brand Identity Summary 1
3 Menhoffer, A. (2006). Personal Communication. Bellingen.
4 Kane, L. (2007). Compilation of Support Information for Nature-based & Ecotourism: Opportunity Summary. Armidale: New England 
Ecotourism Society.
Brand Insight
The “life changing” moments at the Waterfall Way come from the slow journey through the land, learning from its changes, 
meeting the locals, re-connecting to nature, and to the “real life”.
Essence
Rekindle and connect: spending some time in the Waterfall Way will make you see life through a different perspective.
Brand Values
• Connection
• Nature
• Sustainability
• Co-operation
• Excellence
Brand Personality
Natural, real, diverse, friendly, poetic, creative, smart, ethical, green
Brand Image and Communication Tools
Detailed information on the logo, colours, typefaces, imagery and all other visual elements of the brand are available in the 
Creative Toolkit.
All developed files and templates are listed in the toolkit and available in the Template CD.
Waterfall Way Brand Identity Summary 2
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REPORT OVERVIEW 
This report presents the processes, background and results of the work undertaken for Component 
2.4, Regional Brand Development, of the ATDP New England to Coffs Coast Sustainable Tourism 
Project. 
It is organised in five parts, as follows:  
 Part 1 - The Process describes the collaborative approach, methodology and process used to achieve 
the results;  
 Part 2 – The Market Place depicts the market place including the supply chain and the consumer 
market; 
 Part 3 – Brand Concept comprises the emergent Regional Identity and Brand Concept – Image to be 
communicated to the potential visitors;  
 Part 4 – Visual Communication Tools presents the developed visual communication tools (Brand 
Apparel) and;  
 Part 5 – Brand Management reports the collectively agreed Brand Management arrangements. 
 
Along with this document, three other documents were prepared: (i) a Brand Overview, a brief 
document highlighting the main aspects of the Brand, to be used as a quick reference by the 
Project Management Committee, Team Members and whoever else is interested in a quick 
overview of the concepts behind the Waterfall Way Brand; (ii) a Branding Plan, a marketing 
focused document, indicating some possible directions for the branding campaign; and (iii) The 
Creative Toolkit, a toolbox to be presented to local tourism operators along with the Business and 
Marketing Toolkits, comprising the brand style guide, templates and guidelines on how to use the 
visual communication tools developed during this stage of the Project. 
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EXECUTIVE SUMMARY 
 
This report presents the results of Component 2.4, Regional Brand Development, of the ATDP 
New England to Coffs Coast Sustainable Tourism Project. 
The Brand Development Team used a collaborative approach all through the process, which 
consists of individual conversations about place identity throughout the region, collaborative 
workshops and a co-design methodology that emphasises open channels for collaboration, inputs 
and feedback from the community members and stakeholders even at such a technical stage. 
More details can be found in Part 1 – The Process. 
Part 2 of this report comprises a brief account to the marketing research which informed the 
branding process through describing three potential market segments to the regional eco- and 
nature based tourism activities and experiences. These potential segments are: the Explorers, The 
Space Seekers and The Bonders (as specified of the document prepared by Laurie Kane entitled: 
“Marketing Strategies for Niche Markets, Recommendations and Conclusions”). Each of these 
groups have their specific motivations and needs, but all, in general, seem to be searching for the 
peace and quiet, recharging the batteries and reconnecting to life sensations that only the close 
contact to nature and authentic places can offer. More details on nature tourism market and the 
specific identified sectors can be found in Part 2 – The Market Place 
From the Marketing Research and the Brand Concept research, it was found that the two key 
themes (points of differentiation) that describe the Regional Identity for the Waterfall Way Region 
are: the diversity of landscape, climate, ways of living and experiences available in a relatively 
small region, where significant natural heritage areas, historic towns and buildings, centres of 
culture and art can be found and combined in a day trip; and the authentic local ways of living 
and receiving the visitors. Warmth, friendliness and the willingness to share the best of their places 
and a bit of their lifestyle with visitors who are interested and care, are all strong characteristics of 
local people in relation to tourism.  
Drawing upon these concepts, it was decided that the Regional Image, the story to be told about 
these places should be around connection: between the different places throughout the region, 
connection to the landscape and nature, connection with local people and lifestyles, connection 
with local art, culture and history and connection with self, through the journey. More details on 
Regional Identity and Regional Image can be found in Part 3 – Brand Concept. 
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Brand Concept: 
Waterfall Way: ‘a new journey, a new story…’ was chosen by the community and regional 
stakeholders as the name and theme to represent the region and to communicate the concepts 
described above to the identified marketing sectors. The choice and design of this name was 
initiated on a regional Workshop dedicated to designing the regional brand concept. 
In terms of visual communication tools, the community and stakeholders synthesis of the region 
focuses on: light blues, greys and greens, punctuated with warm golden yellows and reds; simple, 
clean and crisp typography combined with hand written elements – quotes, poems; lots of white 
space; landscape images combined with detailed images; hand drawn sketches and focus on non-
straight, organic lines; soft, matt, recycled paper; landscape formats. The tone of the verbal 
communications should be welcoming and familiar, as if talking to our friends. At the same time, 
add a sense of secrecy and discovery to it, tease, do not tell everything. The use of quotes from 
conversations with locals about their places, as well as pieces of poems written by local poets 
through the years has been thoroughly recommended. 
The Design Team developed a graphic solution (shown below) that is based on an organic mosaic 
shape, which can have several meanings, but that certainly represents the diversity of the region, 
the connection between the places and the focus on nature, culture and arts, journeying and 
telling stories. Details and visuals presented in Part 4 – Visual Communication Tools. 
 
Finally, Part 5 – Brand Management, depicts the recommendation made by stakeholders of 
working through a simple brand management and governance arrangement, which consists of a 
single stakeholder group being formed to manage and steward the Regional Brand.  
This report is focused on the development and initial findings and results from the Regional Brand 
Development component. Still to come in addition to this report are: (i) a Brand Management and 
Marketing Strategies guidelines and plan for the region; (ii) the Brand Style guide and; (iii) a Brand 
Fact Sheet.
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PART 4 - VISUAL COMMUNICATION TOOLS 
OVERVIEW 
This part of the report is dedicated to describing the general visual concepts and recommendations 
proposed by the community members and stakeholders to inform the design of a regional Logo 
and visual communication tools (Brand Apparel, Component 2.4.2) to support the Regional Brand 
Campaign, based on the brand Concepts presented in Part 3 of this report.  
Part 4 is divided in five sections, the first four ones describe the design concepts and 
recommendations in relation to:  
 Section 4.1 – Name and Theme;  
 Section 4.2 – Look and Feel;  
 Section 4.3 – Language & Tone; and  
 Section 4.4 – Addressing the Regional Charter / Ethos. 
 
These four initial sections don’t present any results from the graphic design efforts, but the 
concepts that inspired the team to reach the solution presented in the fifth section: 
Section 4.5 – Waterfall Way, a new journey a new story, which is dedicated to presenting and the 
visual solutions which were strongly underpinned by the graphic and verbal concepts presented in 
Sections 4.1 to 4.4 as well as by the insights and spirits described on Part 3 of this report. 
The Graphic Design Team was composed of Hazel Wallace, Amber Goedegeburre and overseen 
by the Brand Specialist – Manuela Taboada. 
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INTRODUCTION 
One of the functions of a Brand is related to communicating a message about a product, business 
or place in order to build or reinforce the image around this product, business or place. Many 
different tools can be used to communicate this message. The primary ones are the verbal and the 
visual tools. 
Therefore, the main goal of this part of the work was to translate into graphics and style the 
message and themes that was decided the Regional Brand should communicate.  
In terms of visual communication tools, the community and stakeholders synthesis of the region 
focused on: light blues, greys and greens, punctuated with warm golden yellows and reds; simple, 
clean and crisp typography combined with hand written elements – quotes, poems; lots of white 
space; landscape images combined with detail images; hand drawn sketches and focus on non-
straight, organic lines; soft, matt, recycled paper; landscape formats. 
The tone of the verbal communication should be welcoming and familiar, as if talking to our 
friends. At the same time, add a sense of secrecy and discovery to the texts, tease - do not tell 
everything. The use of quotes from conversations with locals about their places, as well as pieces 
of poems written by local poets along the years has been thoroughly recommended. 
There has been some discussion in relation to the name to be given to the area as nature-based 
tourism product. “Waterfall Way” seems to be the general community suggestion, and the name 
by which the area is already called. In this case, the taglines, or slogans, would create the 
differentiation in communicating the place. 
Based on community and stakeholders input it was decided that the slogan that would best 
communicate the nature based, ecotourism ventures in the region would be “Waterfall Way: A 
new journey a new story.” 
More details on the visual and verbal tools as well as on the chosen name and theme for the 
regional brand are given further on this part of the report. 
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4.1. NAME & THEME 
The quotes below express some of what was said during the local conversations about how the 
region should be called. It is important to emphasise that, during the conversations, no direct or 
indirect questions have been asked whatsoever about a name for the regional tourism product. 
The subject was raised – when it was raised at all – by the “interviewed” person. 
“The Waterfall Way is such a good snapshot of what the Australian 
Country is like, and you have the gorges, the waterfalls… and yet it’s 
very accessible to Sydney, to Brisbane… ” 
Marion Fynlaison – Bellingen/Urunga 
“The Waterfall Way is a pretty strong route brand, I don’t really use 
any other word to describe the area” 
Barbara Webster, Dorrigo 
“Waterfalls are a good image, everybody relates to it, bushwalkers, 
day trippers, etc…”  
Roger Fryer, Coffs Harbour 
“I think we need to advertise the Waterfall Way as a name grabber” 
George Hudson, Urunga 
 
During the workshop in Mt Hyland, the idea of working upon the name Waterfall Way was 
strongly reinforced and supported. Some pros and cons of using this name as a brand name for the 
regional nature-based tourism initiative were thoroughly discussed (during and after the workshop) 
and the points raised through these discussions are summarised in  
Table 2. 
During the workshop, there was no consensus in relation to the name to be adopted, but there has 
been a collective agreement to use “Waterfall Way” as the brand name for the regional nature-
based tourism initiative, and that the differentiation would be brought into the brand 
communication through the tagline, theme, language and visual treatment given to the brand 
apparel. The Graphic Design team has been assigned to work on three suggestions of taglines / 
themes according to what was discussed in the local conversations and during the workshop. 
Table 2. Advantages and Disadvantages of using the name Waterfall Way as a brand name for the 
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nature-based and ecotourism products in the region between the New England and Coffs Coast 
Advantages Disadvantages 
 
 It is how the place is already called, and has 
been called like that for some time; 
 Marketing advantage – name is already 
there, does not need the effort of building 
something completely new; 
 Refers to the road, which is the backbone off 
the link between the Coast and the Northern 
tablelands; and 
 Has wide recognition and acceptance 
amongst the communities, operators, 
stakeholders and visitors. 
 It clearly describes the location, and is easy 
to be found in any map. 
 Any other name that is chosen will need to 
make some sort of reference to The 
Waterfall Way area / road. 
  
 
 The name has been used before by many 
other businesses in the region, this can 
“dilute” the strength of the brand; 
 Need clarification on “rights”, as it is the 
official name of the road (RTA); 
 The word “waterfall” evokes an immediate 
image on people’s mind, and may create an 
expectation that cannot always be met: of 
having lush green, wet waterfalls all along 
the “Way”. “Most of the times there isn’t a 
single drop of water falling from the 
waterfalls” – James Rainger; and 
 Control of the use of the name: nowadays 
people can use the Waterfall Way name as 
they please, how to manage this use in order 
to communicate through it the principles 
that are supposed to be spread by this 
project, and may? 
 Some places that are part of the project, 
such as Walcha and Guyra are not located 
at the Waterfall Way road. 
 
During the Interpretation & Documentation Phase, the team came along other ideas for names that 
were written but unspoken during the workshop. One of them, written by Thomas Briggs was “Big 
Spirit Land”, this name has a very strong emotional appeal and is very in line with the brand 
concept of connection to the land in all levels. The main issue is that it may not be culturally 
appropriate to use this name, as it represents an indigenous way of naming country that may not 
be shared with other indigenous nations or other community members. 
Other ideas came along around the nature of the landscape: “Great Gorge Country”, “Escarpment 
Escapes” and so forth. 
The main issue around the decision of the name, however, lies not only on the appropriateness, 
creativity or technical features of any name, but also on the faithfulness to the collective process 
that has been chosen to develop the brand. Issues of ownership and empowerment around the 
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tourism product should be seriously considered in relation to the success of its implementation. 
At the moment this draft report has been written, there has not been a final decision made about 
the name for the regional nature-based tourism venture. The working team has developed, then, 
three main themes, and initial visuals for each of these themes, which will be further developed 
and adapted according to the chosen name. 
 
“I guess it’s got to be something that people actually owns…” 
Fiona Barden, Coffs Harbour 
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4.2. LOOK & FEEL: 
The communication about the region should have generally soft, crisp and clean feel about it, 
reflecting the change of altitude, clean air, natural environment and the weather. Also the contrast 
between colours and typographic styles, as suggested by the community, can help communicate 
the contrast between both ends of the region – the high altitude, cool tablelands and the lush, wet, 
warmer coast lines. 
4.2.1. Colours: 
 Shades of green, grey and blue, with details in reds and golden, like a snow gum new growth – blue 
grey leaves + fiery red stem 
 Soft, pastel colours punctuated with bright elements. 
 
This combination of colours was suggested in order to represent the natural colours of the 
landscapes that gradually change from the deep greens of the coast and rainforests to the pale 
greys and blues of the tablelands. At the same time, using soft pastel colours brings a sense of 
spirituality and rest, activated by the contrasting elements of bright reds and golds. These bright 
colours also point out to the contrasts and differences along the region, as well as the discovery of 
each special, sometimes small, things of each place that are scattered through the landscape. 
The bright elements spotted into generally soft colour combinations can also give a good sense of 
spiritual energy and connection. It inputs dynamics into the composition. It is one way of 
communicating the differences and diversity through colours. 
Note: it can also be used in an opposite way, when convenient: having a very bright, reddish 
composition with spots of coolness from the blue greens and greys. 
“It’s trying to go back to feeling the earth beneath your feet, the mud 
between the toes, and walking through the bush, like our ancestors 
did”. 
Charlie Winter, Walcha 
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4.2.2. Typography 
The idea of using a contrasty composition can also be transferred into the typography and 
illustrations.  
It was suggested during the workshop that readable crisp and clean typography should be used for 
most of the texts. However, this “crispness” can be combined with some authentic handwritten 
elements – maybe a regional ‘font’ can be created specially for that. 
The same handwriting style can be used to draw maps and other illustrations throughout the 
project. Maps should be accurate, and tracing should be very organic. Any graphic element 
should have an organic feel to it, even if it has to be crisp and clean sometimes. 
Working with organic traces and avoiding straight lines could be a good match with the roads and 
ways in the region.  
Cursive writing and organic tracing imply a human character to the designs, suggesting feelings of 
warmth, intimacy and personal communication. 
Generally, it has been suggested that brochures should have a minimum of text and have the 
images taking most of the space, against white backgrounds that give space, breadth and energy to 
the composition. The region has a life of its own! This energy should be reflected in the 
communication tools (brochures, websites, etc). 
4.2.3. Images: 
Some suggestions in terms of images and symbols that could be used on the brand material are as 
follows: 
 Focus on photos of ways: winding roads, narrow tracks, garden paths… “share our ways”… 
 Photographs telling stories – use images that say a lot and are simple, effective, fresh, relaxing 
 Source to sea – movements of water, waterways, water drops, ripples 
 If there is people in the images: not “overdone enjoyment”, not posed, pay attention to the dressing, 
age and attitude of people pictured in relation to the niche markets. 
 Focus on greens and blues, a “grassy”, fresh feel that is more the case here than anywhere else in 
Australia. 
 Frogs, dragon flies, turtles… 
 Leaves symbolising change 
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“…another key thing for me is authenticity and scientific accuracy of 
it will be critical to us. It’s a bit like we don’t ‘Photoshop’ our images… 
There’s a bit about not making false promises, but it’s also about it’s 
been beautiful enough that you don’t need to enhance it.” 
Barbara Webster, Coffs Harbour 
 
“It’s a spiritual thing… We walk in heaven, mate, everyday, and its 
both, it’s what’s underneath your feet and its everything above, and 
there’s heaps of angels around.” 
Charlie Winters, Walcha 
 
Drawing from the recommendations in the conversations and workshop, listed below are some 
general ideas that informed the graphic solution presented here: 
 Use a common colour palette, inspired on the local landscapes. 
 Use curls, swirls and organic patterns, scans of nature - leaves etc as backgrounds, hand-drawn 
sketches, maps and possibly local artwork, silhouettes of people in photos. 
 Have little flip book animations in the corner of publications 
 Use script font, specially for quotes and snippets of poems from local writers 
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4.3. VERBAL COMMUNICATION – LANGUAGE & TONE 
The tone of the communication should be welcoming and familiar, as we are talking with our 
family members or close friends. This is something that should be exported to all dimensions of 
communication, from the verbal language combined with visual and other sensorial stimulation, 
up to the behaviour of people in the region – which wouldn’t be hard, as this choice of style 
comes from the people who already act like that. 
There should be a sense of discovery implicit in the communications, keep the excitement over 
local experiences, especially when communicating them for the first time to the public. Behave, or 
make them feel like a child who is discovering certain aspects of the world for the first time. Also 
keep a certain level of secrecy – don’t tell everything, let them have the actual sense of discovery 
of some of the things by themselves. Indicate, tease the curiosity of the tourist, give them the clues, 
and let them discover it by themselves. It should say: nice, special, exciting, “wow! Look at it”, in 
this short space we have little bits of everything. Showcase Australia. 
There has been intense suggestion from stakeholders and community members to use poetic 
language. It is emotional, clever, can be local and talk about nature and the places. It is an elegant 
and effective way of attracting the public that is searching a holiday that can provide deeper 
involvement with locals, connection combined with high-class services and stylish 
accommodation. 
“If I were to say something myself about our local natural 
environment I would have to become an inspired poet or a musician, 
my music and poems would speak of gratitude and my heart would be 
filled with joy and humility. “ 
Rosemary Yates, Mt. Hyland, Dundurrabin 
Welcome as waters unkissed by the summers 
are the voices of bell-birds to the thirsty far-commers 
Henry Kendall, ‘Bell-birds’ 
Where does a carpet so lavishly green 
spread ‘neath the golden sunlight sheen? 
Norma Jean Morton, ‘Dorrigo’ 
… Dreaming silence. 
Though I myself run to the cities, I will forever 
be coming back here to walk, knee-deep in ferns… 
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Les Murray, ‘Noonday Axe-man’ 
The high lean country,  
full of stories that still go walking in my sleep 
Judith Wright, ‘South of my Days’ 
…and yet, there have always been some, (…) 
there have always been some who could live in the presence of silence. 
Les Murray, ‘Noonday Axe-man’ 
Where in all the world 
Does such beauty blossom and glow 
If not in my lovely Dorrigo? 
Norma Jean Morton, ‘Dorrigo’ 
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4.4. ADDRESSING THE REGIONAL CHARTER / ETHOS 
Some small actions and choices, in terms of design, printing and developing communication 
material can make a big difference in indirectly reinforcing some of the regional ethos around 
tourism activity. 
One of the ideas in relation to printed material is to create items that can be used for other 
purposes rather than for mere publicity. For instance, instead of printing DL format flyers, create 
postcards – that can actually be sent somewhere else – or bookmarks. These are tools that have 
the same communication effect, and which “lives before rubbish bin” can be prolonged. 
Another measure that can be used on publications is to use recycled, uncoated matt paper, 
preferably made in Australia, along with natural materials that are environmentally friendly and, 
with this, spread a message of warmth, softness and care with the environment. Avoiding glossy 
paper and finishing effects that look plastic and unnatural.  
Another decision made by the design team along with the community members and stakeholders 
was around the use of embossing effects and cuttings as a feature in the publications. Embossing 
and cuttings can create another level of communication, is highly sensorial, sophisticated and, at 
the same time, “playful”.  
The design team is also searching for environmentally friendly printers to send the jobs to be 
printed on. This reinforces once more the commitment of the project to the environment, and the 
principles and ethos outlined by the local community. 
 
“…respect for the Earth and taking responsibility for all our actions, 
realizing the interconnectedness of life. Perhaps we could be bold and 
go for the big picture in the co-development of the brand, perhaps if we 
could even help to expand awareness and not just go for what we think 
people would like to hear about our region in a commercial advertising 
campaign but what touches the hearts of the people in these times of 
environmental earth crisis. 
Rosemary Yates, Mt. Hyland, Dundurrabin 
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4.5. WATERFALL WAY: A NEW JOURNEY, A NEW STORY… 
“And stories, I think that is what destinations should be about… and 
postcards form part of these stories…” 
Lyndal Coomber, Coffs Harbour 
 
In response to the recommendations from the community described in the sections above (4.1 to 
4.4) and in Part 3 of this report, the Graphic Design Team, through an intensively collaborative 
design process which involved Project Committee Members in a meeting and online consultation 
with workshop attendees, other stakeholders and community members, proposed the graphic 
theme for the Waterfall Way brand which will be presented in this section of the report. 
This particular solution could not have been achieved by the team of specialists alone, without the 
feedback and input of the conversations, workshop or any further feedback and insight from the 
community. It synthesises the key recommendations and ideas and translates into graphics the 
regional image that is to be communicated to the identified markets.  
The “a new journey, a new story…” theme was inspired by the idea of people travelling to hear 
local stories and making stories for themselves; stories that they can tell their friends when they 
come back home and show the photos. 
Due to the diversity of the area, the visitors have the chance to make different trips to different 
places around the same region, in each trip a new journey, a new story. Every trip is different. 
Every day is different. This theme is deeply in connection with the idea of seeing and visiting the 
region bit by bit, “chapter” by “chapter”, travelling the land slowly, hearing the stories, 
understanding the nature and the landscape and creating their own connections, changing their 
own story. 
“A new journey, a new story…” is also an interesting representation for the new phase that the 
whole region is engaging on. Reflecting a shift on the way people, business and places along the 
way see and deal with each other. It also reflects the change in the way things are done initiating a 
new journey towards a more sustainable region that through improving eco- and nature based 
activities. 
The visual ideas to represent this concept can involve images of roads and tracks through the 
landscape, animal or human footprints showing the ways, little track signs that may be subtle but 
can be identified in the picture to show a path. Things that would make people curious and 
intrigued, wanting to follow that path and see more. 
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Postcards from people’s travels, although it seems a very overused theme, can be a good idea if 
well tamed for the places and the diversity of experiences, landscapes and activities, especially on 
the website, where visitors could send in a photograph and tell their story about the region. The 
use of brighter crisper colours and a lot of white space indirectly suggests the spaces for the 
visitors’ own stories and photos. 
The terms “Headlands”, “Hinterland” and “Tablelands” are used as alternative taglines to 
represent the different aspects of the landscapes through the region, as follows: 
 Coast: “Hedlands, Hinterland and beyond…” 
 Hinterland: “Hinterland, Headlands and beyond…” 
 Tablelands: “Tablelands, Hinterland and beyond…” 
 
The idea to use “and beyond…” comes from the fact that there are no established physical 
boundaries to the use of the logo. These alternative taglines have a large number of possibilities of 
being combined to better suit different situations.  
“Tourism is one of the few areas where you get to spend people’s best 
days with you! Those days that they work hard all year to have, that’s 
what we get to share.” 
Susanne Button, Coffs Harbour 
The Logo: 
The logo was inspired by the idea of having organic elliptical shapes suggesting drops of water 
that could also be seen as stepping-stones in a pathway.  
The use of the ‘drops’ in a mosaic pattern evokes the diversity of the region, and the fact that small 
pieces combined form a bigger region that has a meaning / identity of itself. At the same time 
highlighting some of the ‘drops’ seems to lead the visitor through a path to unravel the landscape 
and its beauty step by step. Fitting very well with the idea of using images that show or suggest 
pathways. This path, however, can be any path… a new path every time, a new journey, a new 
story… 
These organic ellipses can also be seen as pebbles at the beach, at the riverbeds, on the roads and 
tracks... or the balders, so common of the Tablelands paddocks. It explicitly evokes the connection 
concept, and this can be between the different places along “The Way”, the self and the 
landscape, the visitor and the hosts, etc. 
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The shape, seen as a whole can in itself, be interpreted in different ways, according to the viewers’ 
or visitors’ own experiences and expectations. This reflects exactly the concept behind the brand: 
the region can be visited according to what you want, you can choose from such a range of 
experiences, activities, accommodation and ways of travelling, that you end up creating your own 
Way! So, why not interpret your ‘own’ logo? 
 
 
Figure 6: Proposed logo for the Waterfall Way: a new journey, a new story… 
 
The fact that there is no definite shape, but many suggested ones, also creates a certain mystery 
and teases the viewer to try to find a meaning in it, automatically stimulates a sense of discovery, 
of wanting to know what it is all about. Creating curiosity without, however, causing discomfort; 
for, no matter what it means, the shape is rather pleasant to look at. 
The shape has also an inviting feeling about it, suggesting open arms, wings, inviting valleys… 
matching well with the friendliness of local people and the concept of opening our homes, sharing 
our places and receiving visitors as friends. 
Furthermore, the cultural and artistic side of the places are also echoed through the neatness of the 
mosaic shape, the way it is organised and the immense creative possibilities of combination and 
variety of use of the organic ellipses creating new shapes. The dotted aboriginal style of depicting 
places and animals is also a very strong characteristic of this logo. 
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The diversity of the region can also be expressed with alternative ways of presenting the logo – 
using specific colours and taglines as shown in Figure 7. 
 
 
Figure 7: Alternative colours and taglines for the Waterfall Way logo 
Use of different shapes derived from the mosaic is also recommended and can create very 
interesting results (Figure 8). 
 
 
Figure 8: Alternative mosaic shapes 
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Typefaces 
A combination of three typefaces is suggested for composing the Waterfall Way visual identity, as 
shown in Figure 9: 
 
Figure 9: Typefaces chosen for the Waterfall Way visual identity  
  
Passport: the choice of a typeface that mimics the style of an old typewriter was made based on 
two ideas: 
 Creating a personal and close feel through a more ‘analogical’ style (as opposed to digital), adding a 
special ‘real life’ character to the image and contrasting a bit with the organic, but very neat style of 
the mosaic shape. 
 Suggest storytelling, writing manuscripts… writing your new journey, your new story… 
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Helvetica Neue: a clean and crisp typeface for the slogans / taglines and place names, contrasting 
again with the typewriter style and creating a certain balance with the mosaic shape. 
Diva: handwritten style, very round and expanded, to be used for the quotes about the region, 
poem extracts, testimonials, and all elements that essentially represent a personal opinion or feel 
about the region and its experiences. 
 
 
The next part of this report focuses on management arrangements to ensure that the Brand 
principles and concepts are applied and carried on throughout the region as a means of 
establishing the network, maintaining and generating new connections between peoples, places 
and businesses. 
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PART 5 - BRAND MANAGEMENT 
 
This part of the report was developed by Michael 
O’Loughlin, CEEWPR – University of New England. 
This part of the report depicts an agreed governance structure to manage the Waterfall Way Brand 
in a partnered, collaborative way. It was collectively developed during the second day of the 
Brand Workshop in Mt Hyland, which main goals were: 
 To put the specific brand concepts and objectives against the principles and guidelines described in 
the Regional Charter, developed in November 2006; 
 To develop brand strategies in accordance to the item above; and 
 To create a governance structure to collectively manage the brand after the funding period is over. 
 
 “If it could be achieved that each bit does connect up with the other, 
you’ve actually created something extremely special because you then 
have something that we were talking about before, understanding the 
landscape through travelling through it…” 
Sue Webber, Woolgoolga 
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5.1. WATERFALL WAY BRAND MANAGEMENT AND STAKEHOLDER GOVERNANCE ARRANGEMENTS 
Stakeholders at the workshop recommended a simplified brand management and governance 
arrangement as set out below. They envisaged a single stakeholder group being formed to manage 
and own the Brand as either an unincorporated body or co-operative open to all stakeholders 
across the regional corridor. This group would also act as a cross-regional co-ordinating body to 
address community and stakeholder concerns and issues. 
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Brand accreditation arrangements, it was felt, while necessary and important, needed to be 
established, once this co-ordinating stakeholder body was formed and the brand was initially 
established. Decisions about whether there is to be a Waterfall Way accreditation system or to use 
another established accreditation system, the particular grading levels and peer review processes 
would be best decided on then.  
The key functions needed to be addressed by the Brand Management – Governance arrangements 
included; 
1. Governance issues – addressing community and stakeholder issues, policy and 
practices to adhere with regional charter principles, enable sustainable management 
etc and MOU’s with agencies, local government councils and Aboriginal Lands 
Councils for example. 
2. Resource Funding of marketing, development and maintenance of social assets and 
both place and any track maintenance. 
3. Brand Management and accreditation including promotion and ensuring adequate 
infrastructure including signage and social assets. 
 
Stakeholders at the workshop thought it important that there be only one management – 
governance body making it easier for operators, stakeholders including community and other 
groups to join and co-manage together. An elected committee of management and stakeholder – 
community, working groups would be formed to address specific issues around brand and 
sustainable management.  
The issue of stewardship and ensuring that environmental and cultural custodian values are 
ensured, it was felt again was best addressed by having the Waterfall Way co-ordinating body 
include a number of outsiders on the executive to explicitly review this and adherence to the 
regional charter and any MOU’s.  
Stakeholders felt that it was essential to appoint a full-time brand manager and that where possible 
working parties be compensated and recognised for their work and valuable contributions. 
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CONCLUSIONS 
The collaborative conversational process has proven to be efficient and to facilitate real solutions 
in terms of the Brand Concept Design. 
The more important outcome of the process, however, does not lie only in the name, theme, logo, 
visual items or management strategies developed for the region. Rather, the biggest achievement 
of the brand development lies on the building of relationships between different stakeholders and 
community members from various places along the region.  
The collective process through which the Regional Brand Concept has been developed fostered 
these relationships to start happening and, through being faithful to the engagement and voice 
given to local people, a high level of involvement and ownership in the implementation of any 
name or logo can be expected. Community members and stakeholders should be able to see 
themselves (their collaboration) on the final visual / verbal tools, be proud of it to a level that they 
would be willing to change their practices to fit into the principles of that brand. 
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Appendix 5 
Waterfall Way Brand – Communication Material 
 
 Promotional Brochure (Hardcopy attached) 
 Postcards and bookmarks (Hardcopies attached) 
 Website Structure 
 Joint Promotional Material (Extract from Creative Toolkit) 
 
Business Toolkit
Marketing Toolkit
Content 
networking tools 
and MyWay profile
Templates and 
brand files
Content
Google Map
Journeys with movie clips
Gallery 
Downloadable Images, Movies, 
Postcards, Wallpaper
Saved Itinery
News and Events
Special Offers
Meet the locals
Database Search
Downloads etc
Creative Toolkit
Visitors website 
visitwaterfallway.com.au
Tourism/Operators 
website 
waterfallwaytourism.com.au
DATABASE
MyWay, Activities, 
News & Events, 
Special Offers
Waterfall Way websites structure
Tableland
Headland
Hinterla
nd
Your company name goes here
You can put some text here about your business, you can get some 
ideas on how to market your business in the Waterfall Way Toolkits or on 
the Waterfall Way website www.waterfallwaytourism.com.au. If you find 
something that works, why not share your ideas with others in the area. 
A special offer goes here - $105 pp per night
0HONE    s %MAIL SOMEBODY SOMEWHERECOMAU 
www.visitwaterfallway.com.au/myway/business
A new journey, a new story ...
visitwaterfallway.com.au
An exciting journey of discovery, 
linking the Coffs Coast to the New England Tableland, 
through a landscape rich in culture and natural history.
Company 
name here
You can put some 
text here about your 
business, you can get 
some ideas on how to 
market your business 
in the Waterfall Way 
Toolkits or on the 
Waterfall Way website.
A special offer can 
go here
Phone: 02 6778 1234
Company 
name here
You can put some 
text here about your 
business, you can get 
some ideas on how to 
market your business 
in the Waterfall Way 
Toolkits or on the 
Waterfall Way website.
A special offer can 
go here
Phone: 02 6778 1234
Company 
name here
You can put some 
text here about your 
business, you can get 
some ideas on how to 
market your business 
in the Waterfall Way 
Toolkits or on the 
Waterfall Way website.
A bit more space here 
for a larger ad with more 
text is somebody needs 
more room.
A special offer can 
go here
Phone: 02 6778 1234
A new journey, a new story ...
visitwaterfallway.com.au
Foaming seas on golden beaches, plunging waterfalls in 
great gorges.  A temperate climate – a place for 
all seasons. Warm people welcoming you. 
Where every day is different, and every trip unique. 
A new journey to take, new stories to make.
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Company name here
You can put some text here 
about your business, you can get 
some ideas on how to market 
your business in the Waterfall 
Way Toolkits or on the Waterfall 
Way website.
A special offer goes here 
$105 pp per night
Phone: 02 6778 1234
Maps and movie clips
Gallery, Postcards, Wallpaper
Creative Toolkit - 29
Joint Promotional Material
A4 advertisement templates for single advertisers
A series of advertising templates has been 
created for you to advertise your business, 
using the Waterfall Way branding.
The files are supplied on the CD included 
in this booklet and on the Waterfall Way 
website 
www.waterfallwaytourism.com.au
The multiple advertiser templates also offer 
the opportunity to advertise together with 
other operators in your region.   
Tableland Hinterland
Headland
30 - Waterfall Way
Joint Promotional Material
A4 advertisement templates for multiple advertisers
The multiple advertiser templates offer you the 
opportunity to combine with other operators 
in the region to promote package options. 
For example, you could package an activity, a 
restaurant and a place to stay all in the same 
town. Alternatively you could package three 
activities across the region, such as a bush walk 
in Walcha, a kayking experience in Bellingen, and 
a Whale watching trip in Coffs Harbour.
The Waterfall Way Tourism Website, encourages 
this collaboration further and offers you tools to 
make it easy to find others and communicate 
with them.
Tableland Hinterland Headland
Mixed package (one operator from each area)
Mixed package (three operators 
from each area) 
Creative Toolkit - 31
Joint Promotional Material
Half page advertisement templates for single advertisers
 
Quarter page advertisement templates for single advertisers
Tableland
Tableland
Hinterland
Hinterland
Headland
Headland
32 - Waterfall Way
Joint Promotional Material
A4 double sided leaflet for single advertisers
Tableland Hinterland
Headland
Creative Toolkit - 33
Joint Promotional Material
DL double sided leaflet for single advertisers
Tableland (portrait format)
Tableland, Hinterland, Headland (landscape format)
Hinterland (portrait format) Headland (portrait format)
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Appendix 6 
Waterfall Way Toolbox  
(Hardcopy attached) 
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Appendix 7 
Brand Management and Governance Strategy 
 
 What is a Regional Charter? 
 Report: Brand Management and Stakeholder Arrangements 
 
 
New England to Coffs Coast Cross Regional Tourism Strategy.  
Draft Regional Charter – Voluntary Code of Behaviour. Facilitator Michael O’Loughlin  7th Nov 2006. 
What is a Regional Charter – Code of Behaviour? 
 
• A Regional Charter is a set of agreed, voluntary principles, guidelines and 
protocols for building a world-class, sustainable regional tourism destination. It 
is envisaged as a framework of core values that underpins the New England to 
Coffs Coast Regional Sustainable Tourism Strategy. 
 
• A key role of such a charter is to facilitate effective partnerships between stakeholders in 
this regional social enterprise. Building partnerships between tourism operators, local 
communities, businesses  and landholders, government agencies and councils can help us 
to ‘get it right’.  
 
• Developing protocols and agreements are ways to help conserve our unique local 
ecologies, national parks and forests and the rich cultural heritage of the Waterfall Way 
corridor. Stakeholders negotiating agreements when developing and promoting any 
tourism packages can help value and protect our local communities sense of place, to 
acknowledge the importance of landholders grazing operations and respect the Aboriginal 
Custodian People’s special places and artefacts. 
 
Why Do We Need a Regional Charter and Agreed Code of Behaviour? 
 
• The Cairns Tourism stakeholders’ 
Regional Charter is helping build 
effective partnerships to develop their 
region as a world-class ecotourism 
destination.  
• A Charter can help reinforces the 
regional communities vision for a low 
volume, high value added visitation 
needed to conserve fragile local 
environments and to bring about 
regional economic benefits. 
• Helps ensure the integrity of the 
Waterfall Track network brand and to 
develop quality tourism experiences 
and product. 
 
• Assists stakeholders to resolve issues 
of concern between partnering groups 
and to facilitate world class tourism 
experiences / product that complies 
with agreements and MOU’s between 
NPWS / State Forests, Landholders, 
Local and Aboriginal communities 
• Helps stakeholders work together to 
identify and respond to changing and 
emergent markets, promote and 
preserve the unique landscapes and 
local character of places, our regional 
cuisines, diversity of world class 
walks and world heritage areas that 
make this a unique regional 
destination.  
Report 
Waterfall Way Brand Management and Stakeholder Governance Arrangements 
Dundarrabin Brand Design and Management Workshop May 1-2 2007 
 
 
1. Stakeholders at the workshop recommended a simplified brand management and 
governance arrangement as set out below. They envisaged a single stakeholder group 
being formed to own and manage the Brand as either an unincorporated body or co-
operative open to all stakeholders across the regional corridor. This group would also act 
as a cross-regional co-ordinating body to address community and stakeholder concerns 
and issues.  
 
It was felt that having only one management – governance body would make it easier for 
operators, stakeholders including community and other groups to join and co-manage 
the Waterfall Way enterprise. This Waterfall Way body would have an elected committee 
of management and community - stakeholder working groups would need to be formed 
to address specific issues around brand and sustainable management.  
 
The issue of stewardship and ensuring that environmental and cultural custodian values 
being upheld, was considered best addressed by having the Waterfall Way body include a 
number of ‘outside stewards’ on the executive. These particular executive members 
would explicitly oversee adherence to the regional charter, any MOU’s and the 
foundational principles and ethos of environmental conservation and cultural respect. 
 
Stakeholders felt that it was essential to appoint a full-time brand manager to specifically 
address these functions and that where possible working parties be compensated and 
recognised for their work and valuable contributions. 
 
 
2. Brand accreditation arrangements, it was felt, while necessary and important, needed 
to be established, once this co-ordinating stakeholder body was formed and the brand 
was initially established. Decisions about whether there is to be a Waterfall Way 
accreditation system or to use another established accreditation system, the particular 
grading levels and peer review processes, could also be best decided then.  
 
 
3. The key functions needed to be addressed by the Brand Management – Governance 
arrangements included; 
 
1. Governance issues – addressing community and stakeholder issues, policy and 
practices to adhere with regional charter principles, enable sustainable 
management etc and MOU’s with agencies, local government councils and 
Aboriginal Lands Councils for example. 
 
2. Resource Funding - for marketing, development and maintenance of social 
assets and any track maintenance. 
 
3. Brand Management and accreditation - including promotion and ensuring 
adequate infrastructure including signage and social assets. Building and 
improving the capability of local people in marketing and developing new 
enterprises and jobs especially for kids, was identified as important.  
Michael O’Loughlin  
CEEWPR – University of New England  
May 14th 2007. 
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Appendix 8 
Operators’ Workshops 
 
 Draft Plan and Agenda 
 Invitation email 
 Brand Presentation 
 
 
 
 
Waterfal l Way
Operators’ Workshops
Schedule:
The following table show the schedule dates on which the workshops will take place:
Date Place Venue Invitees
Thursday, 6 March 2008 Armidale ✓ Council Chambers ✓ Armidale, Guyra & Ebor
Monday, 10 March 2008 Walcha ✓ Council Chambers ✓Walcha & Uralla
Wednesday, 12 March 2008 Coffs Harbour ✓ Nat. Marine Science Centre ✓ Coffs Coast
Thursday, 13 March 2008 Bellingen ✓ Council Chambers ✓ Bellingen, Dorrigo & Ebor
Each Workshop consists of two sessions: a long one, during the day, starting at 10:30am and finishing at around 2:30pm; 
and a short, information session in the evening, from 6:30pm to 8pm.
Invitations will be made via email, to the list of attendees to the initial Marketing Research Workshops. Newspaper ads will be 
prepared for publishing in local newspapers in Armidale and Coffs Harbour.
Aims:
• To present the work developed through the ATDP/NEES Waterfall Way project;
• To present the resources (brand / marketing strategies / tools) and distribute support material;
• To provide instruction and register regional operators in the database / website;
• To invite stakeholders to join the next steps of the Waterfall Way eco- and nature-based sustainable tourism strategy.
WATERFALL WAY BRAND DEVELOPMENT TEAM           T 02 6773 3734   F 02 6773 3237    mtaboada@une.edu.au   
Workshop Draft Agenda
Start Time Session Title and Activities
1 10:30 AM INTRODUCTION
Welcome
Aims - why are we here, what to expect
Background to the project / process
2 10:50 AM THE WATERFALL WAY BRAND
About marketing and brands
The Waterfall Way product - regional eco- and nature-based opportunities
The Brand Concept, essence, promise
Using the Brand - logo, imagery, communication tools
Brand implementation: linking to each other, word of mouth, website and virtual networks
Three simple rules:
think of the environment; talk to each other (collaborate); use the brand properly.
3 11:50 AM SUPPORT TOOLS
Business, Marketing and Creative Toolkits
Visitors’ and Operators’ Websites
4 12:30 PM STEPS FORWARD
Present the shared brand management / governance structure produced during the Brand 
Concept Workshop in Mt. Hyland, May 2007
Invite attendees to participate in discussions / setting up the social enterprise
5 1:00 PM LUNCH
6 1:30 PM REGISTERING SESSION
Instruction, computers and help available for attendees to register their business on the 
Waterfall Way Tourism website (waterfallwaytourism.com.au)
2:30 PM CLOSING
Evening Information Sessions, starting at 6:30 PM and finishing at 8:00 PM, will follow the same structure, but with a 
summarized content in order to fit the 90 minutes timeframe. Sessions 5 and 6 are not included in the evening event.
WATERFALL WAY BRAND DEVELOPMENT TEAM           T 02 6773 3734   F 02 6773 3237    mtaboada@une.edu.au   
Dear [stakeholder name], 
 
We are coming to the end of this funded stage of the Waterfall Way Sustainable Tourism 
project and we would like you to join us for a final community and stakeholders Workshop to 
be held in [place]. 
 
The aim of this workshop is to share with you the outcomes of the project, and to show you 
how your community and/or business can benefit from the new co-designed brand, regional 
websites, communication tools and marketing strategies. 
 
Many of you attended the launch of the Waterfall Way Brand held at the Dorrigo Rainforest 
Centre on 8 February, however we would encourage you to also attend this Workshop. There, 
you will receive the Waterfall Way Toolbox, which includes valuable information on: how to 
use the business development, marketing and creative resources; where to search for help 
and support; and how to use all brand related material, imagery and template files. 
 
So, please, join us at [venue] from 10:30 AM to 12:30 PM for presentations and stay for lunch, 
if you wish. After lunch there will be a special website support session, where you will be able 
to register your business on the Waterfall Way websites in order to have access to all the 
benefits of this initiative. 
 
If you cannot join us during the day, we are holding an evening session, at the same venue, 
from 6:30 to 8:00 PM. 
 
This is an open event, so feel free to invite anyone you think would be interested in attending. 
Just, please, RSVP to David Henderson (Telephone: 02 6771 2556, Mobile: 0417 697 145, 
Email: david-henderson@bigpond.com) by [date], so we can provide appropriate catering. 
 
We are preparing together for the ongoing development of the Waterfall Way as an eco- and 
nature-based sustainable tourism destination, your presence is very important. 
 
Please, donʼt hesitate to contact me if you need more information. 
 
 
Warm regards, 
 
Manuela Taboada 
Brand Development Team 
Waterfall Way Sustainable Tourism Project 
Centre for Ecological Economics and Water Policy Research 
University of New England 
Armidale, NSW  2350 Australia 
Tel.: + 61 2 6773 3734 
Email: mtaboada@une.edu.au 
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a new journey, 
a new story... 
“... respect for the earth
and taking responsibility for a
ll 
our actions, realizing the 
interconnectedness of life.  
Perhaps we could be bold and go
 for 
the big picture in the co-develo
pment 
of the brand, perhaps if we cou
ld even 
help to expand awareness 
and not just go for what we th
ink 
people would like to hear about
 our 
region in a commercial advertis
ing 
campaign but what touches the 
hearts of the people in these times 
of environmental earth crisis.”
Rosemary Yates, Mt. Hyland, Dundurrabin
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